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Paid suavelation (average) : Unpaid circulation (average) : 










City carriers. .....---++-+--eeeeees 17,333 a Ses eo ogee elivered...... 30 
City powsstands.. 1508 j + Streetcar men................ -. 90 
City souiers-. ees bate -- 85 
Counter sales. . - 262 aw 
Total city paid........++++++« ooo Advertisers and agencies........... 368 
Exchanges and c — ente ....200 
Coun’ MTB ...crccrecccccces 
nan at le am EES R. R. and baggage men............. 134 
Subscribers by mail......... 
Total country paid Sample copies... ...........sesese- 5,077 
Above are NET after deduct- 
ing all returns — —_—— 
Verage PAid .......-.seseeeeeee 60,093 ——- re eee 6,336 
Examiner's average net output ........--..ceee sence sccerensereeeeeeeerees for period stated 
Examiner’s average UNPAid.........0.sceee cevceccesecearseestenscceeeeees “6.506 for period stated 
Examiner's average net paid ...........0:0.-sceceseeeseeeeeseeceeeeeerees 60,093 ,093 for period stated 


ho gublicher’s statements (which read “ Paid” circulation) as printed each day in the 
Kod of the paper, show an average for the same period on the daily issue of 65,210 as 
- ows: 









908, October (AVeTAZe) .........cccceccerercccccccesestvececesecsceeescsens sessees oes 
ey November ore dk Lemenseese 
Publisher’s average (daily issue) 62,210 
Examination shows as Sotows: 
Publisher’s Daily Statement is less than “ Earning” Output .. 65,210 
Examiner adds— 
October reduction (from the 26th), average 
November reduction (month), average 
1,696 
Average “ Earning ” Output........:.--scesccceeecceceeeeseerareererees seecee e 66,906 
Examiner adds 
Unpaid ctreuiation not included .........0.-eseeeeee eccccccssccencos . 6,216 
Examiner Lae a 122 
Clty Carriers’ Bxtras...........0.000 seccsccccccsccesceecevecs - 
City Newss tanda" Returns ee 
es rg es Returns. . cs 
hesetes 6,693 





Examiner’s Average Net Output (Paid and Unpaid) 66,429 
The Spoiied, Left Over, Files and Unaccounted For are not included in either Pub- 


bags eg r Examiner’s 
The circulation of the Daily issue (paid and unpaid, but leaving sample copies need 
out of the computation) at Daly ise Pes Doce 1908 is 3,500 copies re than th 
average ne the whole period covered by th Semmens’ ea 13,000 copies more than on 
‘THE INDIANAPOLIS STAR kas more paid circulation than any paper in Indiana. 


C. J. BILLSON, Representative Foreign Advertising. 
Tribune Building, New York—Chicago. 
HOME OFFICE, 58 MONUMENT PLACE, INDIANAPOLIS, IND. 
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THE WANT-AD MEDIUMS 
OF THE COUNTRY. 





{==> Printers’ Ink has always held that newspapers which 
carry the largest number of want advertisements are closest 
to the hearts of the people, and are for that reason not onl 
prosperous, but of a distinct profitableness to an advertiser, 


Ja3~ Publications entitled to be listed under this heading 
are charged 10 cents a line a week. Six words make a line, 


DISTRICT ~ COLUMBIA. 
ee ~ Washington, D. C., EVENING STAR (©O) 
carries DOUBLE the number of WANT ADs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


INDIANA. 
J he indionenie NEwS in 1903 printed 125,894 
more classified advertisements than all 


other dailies of Indianapolis combined, and 
printed a total of 264,123 separate and distinct 
paid Want advertisements. 


MAINE. 
HE Philli > en. MAINE Woops anD Woops- 
MAN isa Ad medium, covering the fish 
game ha 4 Ant Northern Maine, Com- 
bined circulation, 8,041 weekly. 


MARYLAND. 
HE Baltimore News carries more Want Ads 
than 4 other Baltimore daily. It is the 
ant Ad medium ot Baltimore. 


MASSACHUSETTS. 
HE Brockton & ass.) DaILy ENTERPRIS 
carries more than soos page of want" 
ads—30 words 5 days, 25c. 


MINNESOTA. 
HE Minneapolis JOURNAL carries more 
Want ads than any other a in the 
Northwest In 1903the JOURNAL’ exceed- 
ed any other Miuneapolis daily by 55 per cent. 


NEBRASKA. 

HE L'‘ncoln DaILy Stak, the best “Want Ad” 
me jium at Nebraska’s capital, 1 Y 
a one 12,000 daily. Rates, — 
op ke pecial Saturday rate, 15 By on 

(Rose 15 ae cash. DAILV StTaR, Lincoln, Neb. 


NEW JERSEY. 
HE Elizabeth Datiy JouRNAL carries more 
Want Ads than all the other English 
dailies published in Elizabeth combined. 


NEW YORK. 
HE Times, OF ALBANY, New York. Better me- 
aium for wants and other classified matter 
than any other = in Albany, and guarantees 
a circu'ation greater than all other daily papers 
in that city. 


) New York City the STAATS ZEITUNG » 
isthe leading rman daily, pe 

largest amount of Want advertisements, It 
reaches the great masses of intelligent Germans 
in and around the great American metropolis. 


RINTERS’ INK peaanee weekly. Therec 
ognized and leadin; ng Wantad medium ‘on 
—— —" mel order —, savertio- 
hg novelties, nting. pews, m circulars, 
rubber stamps, office devices adwriting, half- 
tone  maaking, t and ractically anything which 
interests and appeals to advertisers and busi- 
ness men.. Clas<ified advertisements, ten cents 
a line per issue aa six words to a line, Sample 
copies, ten cen 


OnTO. 
'J.HE Dayton, O., HERALD has the call for classi. 
rs Apt bh in Dayton. It’s the 
a. niet and gives results. 


PoE Zelefe DaILy BLADE is the recognized 
Tey. t” medium of Northwestern Ohio. Ex- 
duane a one Cincinnati p it 

more “want” advertisements than any other 
newspaper in Ohio. 


ae SCRIPPS-MCRAE LEA LEAGUE makeoweua 
offer to “Want Ad” advertisers of 35c. pel 
line each insertion : their combined list come 
priies the Cincinnati Post, Cleveiand Press, 
t. Louis CHRONICLE, Toledo Times, Toledo News: 
BEE, Akron (O.) PRESS and Cov: vington (Ky.) Post, 
The’ Py Peed a circulation of this list is 
over 380,000 copies. e amount Renae wy tor the 
pein wp 7 a igs reduction from 
rate. The circulations of these papers have 
verified by te ae of American Adver- 
tisers. The it Ad” advertising in the above 
pe has aunts doubled during the past year. 
his certainly proves that advertisers have re- 
ceived rofitable results. Address 
3 Tribune Bldg., New York City. 


PENNSYLVANIA, 
Ts Chester, Pa., TImEs a from two to 
five times more classified ad: is than any 
other paper. 


ST ADEL PRIA --The EVENING BULLETIN. 
f you have not received the rs geht returns 
Se, your W ad advertising in Philadelphia 
|< Bi Philad Jphin "Ne Ne bes a ryody 
use in elphia — By a. 
Reads the BULLETIN. The 
many thousands the m2, = TT culation 
of any Philadelphia newspaper, and goes daily 
into more Philadelphia homes than any 
medium The BULLETIN will not print in its 
classified columns advertisements that are mis- 
leading or of a doubtful nature; nor 
that carry stamp or coin clauses; nor thoy 
that do not offer legitimate employment. 


RHODE ISLAND. 
GLANCE at the “Want” of the Provi- 
dence, R. I., DatLy News will convince 
reader that it stands second to none in Pro 
dence as a “Want” ad medium. We make & 
ialty of this busi One cent a word first 
time, ¢ cent subsequent insertions. 


VIRGINIA. 
Ts News LEADER, published oven? afternoon 

except Sunday, Richmond 
circulation by lowe odds (27,414 aver. “i year) and 
the socogutaed want advertisement medium in 
Virginia. Classified advts.,one cent a word per 
insertion, cash in advance; ni no advertisement 
counted as Jess than 25 words; no display. 








CANADA. 
HE Montreal DatLy Stak carries more Want 
advertisements than all other Montreal 
dailies combinea. The Fammy HERALD AND 
WEEKLY STAR carrics more Want advertisements 
than any other weekly paper in 
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“RED CROSS NOTES.” 


Of the four hundred and odd 
business periodicals published in 
the United States but a small pro- 
portion are of broad editorial 
scope. For the most part they are 
periodical advertisements, long 
drawn out. Even where editors 
make “shop” entertaining they do 
not treat the many interesting sub- 
jects allied to their commodities. 
Yet the business periodicals best 
known and of the highest advertis- 
ing value are those of liberal 
scope. That broad gauge magazine 
of travel, the Four-Track News, 
has been admitted to second-class 
mail privileges. If it were at all 
possible to trace actual cash results 
from the Four-Track News it 
might be shown to be the most 
profitable publication of its kind in 
the world. Nahata 

Another business periodical of 
broadest gauge is Red Cross 
Notes, issued by Johnson & John- 
son, New Brunswick, N. J. This 
firm has, since 1886, manufactured 
absorbent. cottons and _ gauzes, 
medicated and adhesive plasters, 
silk and catgut ligatures, ban- 
dages, fumigators, disinfectants, 
“first aid” packets and surgical 
supplies generally. The firm’s 
growth has been identical with 
that greatest factor in medicine in 
the preservation of life—surgical 
cleanliness, which was almost un- 
known twenty years ago. Many 
of the best surgical devices in use 
to-day have been evolved or im- 
proved in the Johnson & Johnson 
laboratories. Some three hundred 
articles and preparations are man- 
ufactured at the Red Cross Mills 
in New Brunswick, and the plant 
is probably the largest of its kind 
in the world. The yearly output 
of absorbent cotton is more than 
2,000,000 pounds, or 4,000 bales, 
and this is accompanied by 15,000,- 
000 square yards of surgical gauze 
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and 50,000 pounds of lint and mis- 
cellaneous dressings. The firm 
has branch offices in New York, 
Chicago, Philadelphia, Montreal 
and San Francisco, and foreign 
branches: in London, Hamburg, 
Barcelona, Melbourne and Buenos 
Ayres. Its trademark, the red 
Greek cross, is known universally 
among physicians, surgeons, phar- 
macists and nurses. 

Johnson & Johnson set aside an 
advertising appropriation that is 
divided into twenty-three portions, 
each representing a distinct method 
of promoting the sale of products. 
The portion spent in publishing 
Red Cross Notes is the largest by 
several times. This periodical is 
the most effective form of adver- 
tising done by the firm. No ad- 
vertising is used to promote sales 
among consumers. Practically all 
preparations are designed for phy- 
sicians, surgeons and nurses, and 
sold through retail pharmacists. 
All advertising must conform to 
the rigid ethics of the medical pro- 
fession, which not only forbid a 
physician to advertise his services, 
or to patent his own inventions 
and draw royalties from them, but 
cause him to look .with distrust 
upon anything forced to his atten- 
tion through advertising. The 
publicity that introduces an ar- 
ticle to the general public may be 
given every advantage of attractive 
illustration and forceful language. 
The advertiser is free to make out 
the strongest case possible for his 
commodity. The advertising of a 
firm like Johnson & Johnson, on 
the contrary, must be temperate 
and guarded in statement. The 
points to be made clearest in ad- 
vertising a new bandage or anti- 
septic tablet are not its merits, but 
its defects—the things that investi- 
gation demonstrates it will not do. 
The appeal to the heart and im- 
agination, quite legitimate in pop- 
ular advertising, are taboo in lit- 


SS RR RI RRA ET TOR SCR SERS SSN 











4 PRINTERS’ INK, 


erature for physicians, and the 
pharmaceutical house must de- 
scribe its products in the cold, 
qualified language of science. That 
advertising under these conditions 
need not be uninteresting, and that 
it can be made very effective, is 
shown by Red Cross Notes. 

“Red Cross Notes was a dis- 
covery rather than a deliberately 
planned advertising medium,” said 
Fred B. Kilmer, editor of the pub- 
lication, during a conversation at 
the New Brunswick offices. “Every 
new preparation of a pharmaceuti- 
cal house is described in bulletins, 
and these are kept on file to be sent 
to doctors who may wish informa- 


tion. In May, 1897, we first pub- h 


lished a four-page bulletin that 
told about some of our factory 
methods and gave _ interesting 
items, such as new uses that had 


RED CROSS NOTES 
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vised in their own practice. F 

that time the publication grew, like 
Topsy, until to-day it is a little 
medical journal of twenty-four 
pages. It is our most costly meth- 
od of advertising and _ probably 
the most productive. We have 
never tried to find out what it 
brings in the way of return, but 
the interest inspired among those 
who handle and use our goods is 
prodigious. There are 105,000 
physicians and surgeons in the 
United States, with 31,000 drug- 
gists and 15,000 nurses. Red Cross 
Notes reaches two-thirds of the 
doctors, two-thirds of the retail 
druggists and half the nurses. It 
as an extensive circulation in 
Canada, Europe, Australia and 
India, while La Cruz Roja, a sep- 
arate edition printed in Spanish, 
goes to Mexico, Central and South 
America, the West Indies and 
Spain. First of all Red Cross 
Notes is a medical journal, and 


;. 6its handy form and short articles 
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been found for some of our pro- 
ducts. For the sake of a name it 
was called Red Cross Notes, after 
our trademark, and a serial num- 
ber appeared on the first issue be- 
cause we felt that enough items of 
interest might accumulate in the 
course of a month or so to justify 
another such bulletin. To this day 
Red Cross Notes is not published 
as a monthly, but as a series of 
bulletins appearing from time to 
time. On the average, however, 
we publish one each month. The 
first issue of the little paper was 
tucked into our correspondence 
with doctors. druggists and nurses. 
Almost immediately there was a 
manifestation of interest. Doctors 
asked for further particulars about 
certain items, and others sent in 
notes of new methods they had de- 


are so attractive that it is read 
from cover to cover. This can’t 


: be said for all of the regular medi- 
Eivcee, cal periodicals, which are some- 


what unwieldy. The articles in 
Red Cross Notes bear on our own 


to. 

me’ preparations, as a rule. But there 
‘ are exceptions to this rule, for we 
. publish many articles that can be 


read nowhere else. I have paid 
large prices to specialists to write 
for us, and used considerable 
diplomacy to induce them to write 
articles that had not the remotest 
bearing on anything made here in 
our laboratories. Such articles are 
of the first scientific importance 
to our readers, for one thing, and 
they give Red Cross Notes a scien- 
tific standing. Formerly we made 
a practice of advertising our pre- 
parations by means of articles and 
reading notices scattered through 
the pages, but now most of our 
publicity takes the form of dis- 
played advertisements on or neaf 
the cover pages. This separates 
the commercial side from the 
scientific. The publication has a 
nominal subscription price of one 
dollar a year, and quite a large 
number of readers prefer to sub- 
scribe. We have never pushed 
subscriptions, but I am sure that 
a large paid list could be acquired 
(Continued on page 6.) 








2. eee 


Pe ee 


—aS SO oo Oo Se Se 68S lhULme ee Oe a ee CU 





g PRINTERS’ INK. 5 


AARC Aa IS A A AIT NE I 





Little Lessons in Publicity—Lesson 22, 


THe Main GHANCE 


DON’T MISS IT 


There’s a main chance in business as in other affairs. The man who 
has the main chance and knows how to use it generally succeeds. So it is 
with advertising. The general advertiser who wishes to succeed in metro- 
politan centers like Montreal, Minneapolis, Washington, Baltimore, 
Indianapolis and Newark must either take or make the main chance for 
success by using judgment in selecting the right paper in each city. 

Advertising success is reduced almost to a certainty if you use this list : 


THE MONTREAL STAR 


Is the main chance for success in the main publicity point of the 
Dominion of Canada. The American advertiser who has all the business he 
can secure in the United States should step across the line into Canada and 
get in touch with a busy aud prosperous people. 


THE MINNEAPOLIS JOURNAL 


Minneapolis and the great Northwest is a valuable market for the 
advertiser who has something of merit to sell and sense enough to advertise. 
Advertise to the homes in this section through the columns of THE MIN- 
NEAPOLIS JOURNAL, “The Great Daily of the Great Northwest,” and 
you have the main chance for success among the Minnesotans. 


THE WASHINGTON STAR 


Gives the advertiser the main chance for success at the National 
Capital. There is hardly a white home in this city of over 250,000 people 
that does not receive THE EVENING STAR regularly every day, and 
there are over 15,000 homes where no other Washington paper is delivered 


or read, 
THE BALTIMORE NEWS 


Is practically the only afternoon paper in a city of over 500,000 people. 
You'll not miss the main chance if you use THE NEWS. All the local 
merchants use it liberally. Let the local merchant be your guide; he knows. 


THE INDIANAPOLIS NEWS 
Most general advertisers know that the main chance for publicity 
success in Indianapolis is to use THE INDIANAPOLIS NEWS, “ The 
Great Hoosier Daily.” Circulation 72,000 and still growing. It completely 
covers a field that even the combined circulation of all the other local papers 


same «oN THE NEWARK NEWS 


Newark, N. J., is a busy, thriving city of nearly 300,000 people who 
have money to spend for advertised articles. The advertiser will not miss 
the main chance for success here if he includes THE NEWS in his 1904 
list, Covers Newark like a blanket. Need more be said? 





Don’t take chances, but take ‘he main chance which spells success. 





M. LEE STARKE, 
Mgr. General Advertising. 


° 


Tribune Building, Tribune Building, 
NEW YORK. CHICAGO. 
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by a little work. The care with 
which everything is read is shown 
by inquiries for further informa- 
tion about certain points. If we 
make an error in the smallest 
three-line item it is at once cor- 
rected by readers. Many physi- 
cians send in rough notes for items 
or illustrations. One of the most 
useful of our products is adhesive 
plaster, which is put up on spools 
containing five and ten yards of 


widths from one-half to three 
inches. This substance is very like 
bicycle tape, but is thoroughly 
sterilized. It is now used for 
holding together the edges of 
wounds that were formerly 


stitched, and one particularly in- 
genious use is that of laying this 
plaster along the edges of a wound 
and sewing through the plaster 
instead of sewing through the liv- 
ing flesh, New applications of 
such a substance are discovered 
every day in actual practice, and 
the doctors send them in for pub- 
lication. Sometimes we publish 
notices about foreign medical ap- 
pliances, and immediately receive 
requests for further particulars. 
In many cases orders are sent, ac- 
companied by money, under the 
impression that we make these 
things that have merely been 
described. At various times we 
have tested Red Cross Notes 
by making the first announcement 
of one of our own new prepara- 
tions in its pages. Not even our 
salesmen knew about it. The or- 
ders have always been immediate, 
coming from physicians who have 
failed to find the novelty in the 
drug stores. For the purpose of 
securing names for our mailing 
lists we sometimes make special 
offers of goods to the doctors in 
Red Cross Notes, and orders are 
always plentiful. Some time ago 
a card was mailed with each copy 
asking if the paper interested the 
recipient, and whether he wished 
it continued. It seemed as though 
we received during the following 
month more cards than we sent 
out, and many had comments, sug- 
gestions and commendations in 
the margins. The nurses are as 
eager as the doctors in following 
up articles and seeking informa- 
tion. From these two classes of 


PRINTERS’ INK. 


readers we get abundant com- 
munications. The retail pharma. 
cist seldom writes us, however 
and for a time we were in some 
doubt as to whether he read the 
publication. Our salesmen were 
instructed to inquire into this point 
in their tours among druggists, 
and they report that Red Cross 
Notes is generally read. Clerks 
are particularly interested, and 
salesmen are frequently asked if 
they can put their names on the 
subscription lists so that a copy 
will come to them personally as 
well as to their employers. In 
some cities we find that nearly 
every druggist who receives the 
paper reads it. 

“Special numbers have been very 
potent in attracting attention to 
Red Cross Notes. Some of the 
earlier ones dealt with our manu- 
facturing processes, telling how 
belladonna plasters are made, and 
how cotton is handled from the 
time it is picked until it is sealed 
in one of our blue cartons as ab- 
sorbent dressing or packed into a 
glass jar as surgical gauze. Last 
winter we published a smallpox 
number dealing chiefly with pre- 
vention and the disinfection of 
premises. Many of our products 
are designed for these uses, but 
there is strong competition in our 
field, and it by no means follows 
that people operating according to 
the suggestions given there would 
buy Red Cross goods. This spe- 
cial issue attracted attention from 
boards of health everywhere. An- 
other successful special was one 
dealing with mosquitoes, published 
last summer. The leading article 
was secured from Professor John 
B. Smith, New Jersey Entomol- 
ogist, who told how to kill the 
larva in stagnant water and dwelt 
on the importance of fumigating 
cellars and outhouses early in 
spring, where numbers of adult 
mosquitoes live through the coldest 
weather. That same issue con- 
tained some special matter on the 
obliteration of wrinkles by the use 
of adhesive plaster. These spe- 
cials attract wide attention, and 
we shall issue more of them this 
year.” 

Red Cross Notes is printed at 
the company’s plant, as is La Crus 


-’ 


















Roja, which contains extracts from 
the English numbers. Johnson & 
Johnson have been active in Cen- 
tral and South America, placing 
literature and goods through three 
of their own men in that part of 
the world. Physicians in Latin- 
American countries derive their 
medical knowledge and traditions 
largely from France and Germany, 
and the latter country sells them 
most of their supplies, in many 
cases imitating American prepara- 
tions so closely that it is difficult 
for the very manufacturers to de- 
tect the counterfeit. Americans 
are making progress in South 
America, however. There is a 
good deal of competition in the 
United States among makers of 
surgical supplies, but though sev- 
eral pharmaceutical houses have 
established periodicals, none have 
appeared that treat subjects so 
broadly as Red Cross Notes. The 
latter, of course, is carried in the 
mails at regular rates. The item 
of postage is a heavy one. There 
has been some discussion as to the 
advisability of making it a regular 
medical publication at a subscrip- 
tion price, but unless this were 
done very carefully the periodical 
might lose much of its present 
piquancy. Jas. H. CoL.ins. 


CLIPPED AND PASTED. 


Mr. Gotham—‘“Is that. suburban cot- 
tage that you are advertising really de- 


sirable?” 

Agent—“Desirable? Why, sir, it’s 
painted in sixteen colors.”"—New York 
Weekly. 

Von Quizz—What does your friend 
write? Novels? Tragedies? 

Harde Cashe—Great Scott! What do 
you take him for—an amateur? No, sir; 
he writes advertisements, of course!— 
Tit-Bits. 


A young lady explained to a printer 
the difference in printing and publishing 
and in conclusion said: “Now you may 
print a kiss on my cheek, but you must 
not publish it.” With that he locked 
the fair form in his arms and went to 
press.—New England Grocer. 


Young Clerk—‘The boss has gone 
crazy. He is advertising ten-dollar lace 
at a cent a yard.” 

Old Clerk—‘That’s only a drawing 
card. He won’t have to sell any of it.” 

“Why not?” 

“He has informed the lace clerks that 
any lady who buys a piece of that lace 
must carry it home herself.”—New York 
Weekly. 
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1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


Among Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 
THe RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines. The Examiner 
and Sunday American lost 2,707 col- 
umns gg lines. 

This, notwithstanding THE REC- 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903: Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 











“Macneto Telephones” is the latest 
publication of the Kellogg Switchboard 
and Supply Co., Chicago—a luxuriously 
printed catalogue of eighty-eight pages 
dealing with the equipment needed in 
building everything from the shortest 
party line to the city service. It bears 
the imprint of the Lakeside Press, Chi- 
cago. 

———___ +0 

TAKE an attitude toward your busi- 
ness and stick to it consistently. Make 
up your mind just what impression you 
wish to create and let every ad be a 
hammer blow toward the making of that 
impression.—Jed Scarboro. 








~—o>—————— 

THE man who knows the public and 
knows what it wants and knows how 
to intensify its wants by suggestion, 
doesn’t have to matriculate with an aa 
school in order to get his salary doubled. 
—Jed Scarboro. 


+o 
Entuustasm back of a clean, whole- 
some, sane idea is the strongest thing 
the world ever bunked up against. It is 
electric, magnetic and dynamic force all 
in one.—Jed Scarboro. 





The German Weekly 
of National Circulation 


LincolnFreie Presse 


LINCOLN, NEB. 
Circulation 145,448. Rate 35c. 
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THE TELEGRAM IN ADVER- 
TISING. 


Some persons examine every bit 
of mail that comes to them, cir- 
culars and all. Others throw the 
circulars away. Still others have 
a secretary who sorts their letters, 
only the most important and per- 
sonal reaching the addressee. But 
there is hardly a man or woman 
on earth who disregards a tele- 
gram. In business a telegram re- 
ceives attention above all forms of 
communication. 

The telegram has an advertising 
value. It is not a medium to be 
used in large editions, or to carry 
haphazard advertising messages. 
It is too costly for that. But as a 
means of laying emphasis at cer- 
tain points in an advertising cam- 
paign it is most serviceable. A 
case in point is the London Times’ 
recent use of 150,000 telegrams to 
warn those who had shown an in- 
terest in the Encyclopedia Britan- 
nica that the special offer closed 
that day. A letter could not have 
laid the same emphasis on this 
“third and last call.” Though the 
number of telegrams was large, 
each went to a person who had re- 
ceived literature about the ency- 
clopedia, and presumably knew all 
about it. Some, doubtless, had re- 
solved to purchase the work, but 
were procrastinating. The tele- 
gram clinched matters and turned 
into good English pounds a large 
grist of good resolutions—results 
that were ready for the advertiser, 
but which might have evaporated 
without this final bit of adver- 
tising. 

This.seems to be one advertising 
use to which the telegram can be 
put. It acts as the climax to a 
series of mailing cards or form 
letters. The publisher of Power, 
New York, had a special issue to 
advertise not long ago, and to 
arouse machinery advertisers to 
its importance he sent out a series 
of twelve postals a few days 
apart. These swept the machinery 
trade like a drag net. Twelve 
postals arriving one after the other 
are bound to make an impression 
if they have anything at all to say. 
These had, and a good many ad- 
vertisers wrote before the series 








was finished, saying, “For Heaven's 
sake quit—we understand jt!” 
When the series was all mailed the 
advertising department of the pub. 
lication had reduced the mailj 
list more than half, checking 9: 
advertisers who had ordered space 
and those ‘that there seemed to be 
no use in following up. Special 
delivery letters were then sent to 
another list carefully condensed 
from the remaining names. This 
narrowed the probabilities _ stif] 
further. A few days before clos- 
ing the forms a telegraphic warn- 
ing was sent to advertisers who 
ought to know about the’ event, 
even if no order was given for 
space. The telegram brought more 
business than the postals and let- 
ter, simply because it clinched bar- 
gains that were all made but the 
finishing. The campaign as a 
whole sold advertising space to 
the value of $2,235. 

Telegrams may be used in vari- 
ous ways where the commodity ex- 
ploited justifies the expense. Some 
high-class articles are sold to so 
small a number of dealers in the 
United States that samples are the 
best advertisement. These may be 
announced by a telegram. When 
a department store gets in a fine 
line of costumes from Paris the 
event might be announced to 
charge customers by a_ message. 
But the telegram can hardly be 
used as an advertisement of itself, 
even if the cost were a quarter the 
present rates. It can’t tell a very 
long story, for one thing, and if it 
could that is not the form in which 
to tell a long story. Nor should 
it be used to send an advertising 
message to people who won't read 
letters or literature. If these 
mediums can’t pave a way for the 
telegraphic climax that climax will 
be an anti-climax. As a medium 
the circulation will always be 
relatively small. The London 
Times’ record of 150,000 messages 
in one day will probably stand as 
the record for some time to come. 
Nor should the telegram be used 
too often, for then it loses force. 
In its place, however, it has value 
as an advertising medium. 


No man ever climbed so high as to be 
above criticism.—Jed Scarboro. 









PRINTERS’ INK, 














MANAGER and 
Men Wanted 
for an Advertising 
Art and Copy De- 
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partment 


COLLIER’S 


Is about to inaugurate a department for 
the preparation of copy and designs, This 
department will be called upon to originate, 
design and write copy, and to supervise it 
through its various mechanical stages. 








The department is to be established for the 
service of advertisers using the columns 
of CoLLieR’s WEEKLY, and for the service 
of the Circulation and Book Depart- 
ments of P. F. Collier & Son. 








Applications from men of experience are 
desired. We particularly wish to hear from 
men competent to manage the department. 
Applications are to be made in writing, 
stating as briefly as possible the applicant’s 
experience, former connections and age, 
submitting samples of work, if possible. 








CONDE NAST, Cottier’s WEEKLY, 416 W. 13th St. 
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REVIVING A DEAD IN- 
: DUSTRY. 


When Col. Pope re-entered the 
bicycle business with the intention 
of reviving interest in what was 
once the most popular sport of 
this country, a thrill of anticipation 
was felt in the advertising busi- 


~~ 











PRINTERS’ INK. 


are now appearing in the leadj 
magazines are a sample of the style 
of publicity which will be given 
the Pope Manufacturing Co., the 
Colonel is bound to be disappointed 
in the results, and it won’t be the 
fault of the mediums, either. 

The February issue devotes one 
full page to a rather attractive 


MANUFACTURING 
COMPANY 


Famous Chainless Bicycles| 


Equipped with two-speed gear, coaster brake and cushion frame 


and All Standard Chain Models 


Eastern Department, Hartford, Conn. | Western Department, Chicago, Ill. 
“Columbia” “Cleveland” | “Crescent” “Rambler” 


“Tribune” “Crawford” | “Monarch” “Imperial” 
Catalcgues free at our 10,000 dealers’ stores, of any one Caislogue mailed on receipt of a two-cent stampy 
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ness. Every one realized that the representation of a pretty girl . 





reviving of a dead industry would 
take better copy and methods than 
were required in building up a new 
one. 

If the page advertisements which 





handing a bunch of flowers to a 
surprised and benevolent looking 


old lady. The fact that the girl is 


supporting a bicycle with her right 
hand is a minor detail of the il- 














lustration. It is also a minor de- 


tail of the reading matter which ?° 


accompanies this sketch that the 
chainless bicycies manufac.ured 
by the concern are equipped with 
two-speed gear, coaster brake and 
cushion frame, and yet from the 

int of a bicyclist who might be 
induced to purchase a mount, this 
modest line of undisplayed type 
contains the one vital point that is 
of interest. 

Col. Pope seems to forget that 
since most of us bought our last 
wheel, the two-speed gear and the 
cushion frame are innovations with 
which we are almost totally un- 
familiar and that we, who were 
once able to recognize the make 
and price of a wheel as it sped by 
us on the cycle path, fail to ap- 
preciate, without an argument or 
two, the benefit of these improve- 
ments. That they are improve- 
ments is undoubted. They should 
be 80 per cent of the reasons why 
we should discard the wheels 
which we now have and purchase 
others at a higher price than we 
paid in the cut rate days. This 
should be sufficient cause for a 
clear cut, description and illustra- 
tion of these improvements and 
their advantages. 

I speak not only as an adver- 
tising man, but as a bicyclist, who, 
in the early ’80’s, took his first 
header over the handle bar of a 
“Columbia,” and who has never 
since been without a wheel, and I 
confess that there is absolutely 
nothing in these page advertise- 
ments, which have cost a goodly 
amount of money, that would in- 
duce me to part with my old mount 
and exchange for one of the new 
ones, E. T. KEYSER. 


NOTES. 


A HANDSOME calendar, decorated with 
colored embossed representations of the 
twelve jewels distinguished as “birth 
stones,” comes from Goodfriend Bros., 
importers and cutters of jewels, 11 Maid- 
en Lane, New York. 








Amonc the business-like, effective- 
looking store papers is Crawford’s Store 

ews, a rd published in the in- 
terest of T. & M. Crawford and the C. 
C. Crawford Co., Arcata, Cal. This is 
a town with something over 1,000 pop- 
ulation and but one newspaper, and the 
Store News is an important medium for 
securing publicity. 
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Twetve of Hans Holbein’s English 
rtraits, suitably printed on manilla, 
in ink that somewhat disguises the half- 
tone, are sent out in a portfolio with 
the regards of The House Beautiful, 
Herbert S. Stone & Co., Chicago. These 
pictures were supplements to the maga- 
zine during the past year. 


A_ HANDSOME price list of “1847” sil- 
verplate is published by Meriden Britan- 
nia Co., Meriden, Conn., articles being 
shown in excellent full-page half-tone 
groups. An interesting feature is a 
collection of spoon designs running back 
to the beginning of the Rogers Bros. 
business more than fifty years ago. 


“One Feather” is a folder from the 
Household-Ledger, New York, using as 
a parable for advertisers the old story 
about the Indian avho heard that the 
white man liked to sleep on feathers, but 
who tried one and found it unsatisfac- 
tory. The point of the parable is direct- 
ed at the advertiser who expects results 
from a single ad. 


“BETWEEN the Blankets” is an amus- 
ing blanket price list from Catesby & 
Sons, London, showing the unpleasant 
dreams that come to one sleeping under 
blankets bought elsewhere. Half-tones 
and text are employed to enforce the 
warmth, softness and comfort-giving 
qualities of the firm’s bedding. ‘The 
House That, Jack Built” is an illustrated 
fable demonstrating the value of cork 
linoleum. 


Paut Cusuinc has written a “Little 
Journey to Hot Springs, Arkansas,” in 
which the famous waters are described 
chemically, historically and from the 
human standpoint. his is reinforced 
with analytical data, lists of hotels, 
tables of approximate expenses and other 
information about the springs, and the 
whole, magnificently printed, makes a 
travel booklet for the Rock Island road 
that is really different. 


eb - 
BUSINESS EXPRESSION ILLUS. 
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RESULTS FROM A WANT 
LINER. 


By Antonia J. Stemple. 

To make an intimate acquaint- 
ance with human nature, its 
foibles, its excellencies, its lights 
and shadows, the seeker after 
knowledge has only to insert a 
want ad in the columns of any of 
our great city newspapers. The 
results will be astonishing, both 
as regards quantity and quality. 
All sorts and conditions of men 
and women, as the case may be, 
will be represented, and the letters 
will sound all the notes in the 
scale of human emotions. 

But to get replies worth while, 
the advertisement must possess a 
certain human interest quality, or 
must strike a new chord. It is 
easy enough, too, to introduce the 
interest exciting element even into 
a four line want ad. 

A gentleman of my acquaintance 
recently advertised for a house- 
keeper in the want columns of one 
of the great Boston dailies. The 
advertisement read much like 
scores of others among which it 
was sandwiched, except that it 
stated succinctly: “No husband 
hunters or grafters wanted. We 
know ’em.” 

Six hundred letters were re- 
ceived after two insertions. The 
answers were written on every 
conceivable style of stationery, in 
every imaginable hand, and_ be- 
trayed minds all the way from 
the refined, college-bred woman 
to those distinctly of the earth, 
earthy. 

Some of the letters displayed an 
appalling ignorance of the most 
common rules of grammar and 
correct writing. These writers de- 
manded an interview, for the most 
part. A large share of the answers 
came from widows of middle age, 
the said middle age proving to be 
anything from an acknowledged 
45 years to an acknowledged 61 
years. Almost every applicant, 
without exception, stated that she 
was “struck by the way the ad- 
vertisement read.” Some adinired 
its frankness, and one lady assured 
the advertiser that she had not 
laughed for a week till she read 
the ad. All professed to know 
what husband hunters were, and 
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with one exception all gave sol 
assurance that they did not wish 
to marry. There was but one out 
of the 600 that admitted she 
“would not object to a good hys- 
band and a good home.” Qne 
candidly said she didn’t want a 
husband and didn’t think she could 
get one if she did. With the ex. 
ception noted, all the rest em- 
phatically declared that they were 
not man hunters. One frankly in- 
formed the advertiser that she 
wasn’t looking for a man, for, as 
she said, “I have my own feller in 
N.Y.” Another elderly party said 
she would not give up her pension 
for no man living.” Another 
thought that as she had let two 
men slip through her fingers, she 
guessed it was sufficient proof that 
she wasn’t looking for a husband. 
Another told that she had had 
“two husbands, which was a great 
sufficiency. One applicant de- 
clared she had had one husband, 
“but I haven’t one now, for which 
I am truly thankful.” Another told 
that she wouldn’t marry the best 
man living. One dear soul said 
“her dear husband was dead and 
no one can fill his place.” 

On the. other hand, one lady 
wouldn’t come unless her husband 
could come too; another stipulated 
that her little pet dog would have 
to accompany her. 

The term “grafter” mystified a 
good many applicants, especially 
those whose letters indicated that 
the coat fit. One lady hoped the 
advertiser would write by return 
mail and jnform her what a grafter 
was. She had looked in the dic- 
tionary and every encyclopedia she 
had within reach, and still she re- 
mained unenlightened. Several 
said they didn’t have any idea what 
a grafter meant, but “I am sure I 
am not one.” “If it is anything 
bad, I am not it,” another re- 
marked. One lady had_ never 
heard of the term except in con- 
nection with trees. Another said 
she didn’t know the meaning of the 
word, but guessed it was a slan 
phrase, and in that case she didnt 
think the advertiser could be a 
gentleman. One single individual 


said: “I don’t want you to think I 
don’t know what you mean.’ 
Some of the letters were €X- 
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ceedingly | amusing—unintention- 
ally so. One began boldly: 

“You’re just the ticket I’m look- 
ing for.” One young woman sent 
her name and address with the re- 
quest: “Answer if you ain’t got no 
girl yet.” Another applicant 
scrawled all over a sheet: “I guess 
you be looking for a woman what 
ain't looking for a man. If you 
want to see one, call at——” 

Scores of women wrote lengthy 
family histories, some of which 
were very pathetic. One described 
the death bed scene of her hus- 
band to the minutest details. An- 
other informed who had christened 
each of her children. 

Many of the letters betrayed 
women of the true Dickens type, 
Mrs. Gamps, Peggottys, Mrs. 
Dombeys and all the others. 

In fact, authors looking for 
plots, or any one wishing to get a 
true insight into all the marvelous 
working of the human mind, espe- 
cially the feminine, and diversion 
and entertainment at the same 
time, should by all means care- 
fully study the results of an ad- 
vertisement in a daily. 


—_—— -+ > 
G TO PUT _IN THE 
SOME. OF THE COUNTRY 
EDITOR. 


Editors of country weeklies who 
push the circulation of their papers to 
the limit are comparatively few. The 
country editor is a man of many du- 
ties and if he falls short in some of 
them he is not to be severely blamed. 
But he should look after his circula- 
tion, and in this important particular 
many of them fail. There are too 
many country newspapers which circu- 
late entirely in the country naturally 
tributary to their town, and which do 
not reach out for readers in those com- 
munities the trade of which several 
towns are seeking, and where a good 
circulation would be of great benefit 
to their advertisers. 

Take a look at the work of a cer- 
tain type of editors and you will un- 
derstand why this part of the woeley 
newspaper is too frequently neglected. 
Many of them are men with no prac- 
tical business ideas. They have learned 
the printing trade some time or another, 
and in some way obtained a start in 
business. They can write some, can 
tun the press and set the type, can 
solicit ads to some extent, turn out 
job work, and talk politics. But to 
really systematize their business as you 
do your mercantile business never 
seems to occur to them. Although they 
know that advertisements to be profit- 
able must have circulation, they go on 

ar after year waiting for the coun- 
od to increase in population instead 

competing for circulation in new 
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territory. They announce in the 
columns of their paper occasionally that 
for a certain period new subscribers 
will be taken at a cut rate. They talk 
to the farmers occasionally on market 
days, and that ends the efforts of the 
circulation department. 

The editor wants and needs the mer- 
chant’s support. What can he give for 
it? He points to the good a paper 
can do the town in a general way. He 
says pagan | about public spirit, It is 
well to contribute liberally to the pub- 
lic spirit fund, but the merchant should 
not be expected to go beyond reason- 
able limits in this particular. The mer- 
chants of any town will find a live 
weekly paper a good ally in securin 
trade and in fighting trade battles wit 
other towns. ut the editor in the 
majority of cases must be checked up 
closely by the merchant if this alliance 
is to continue profitable. If he is not 
pushing his circulation into the enemy’s 
country and keeping everlastingly at it, 
he is not worthy the support of the 
merchants of his town. he merchant 
should take the trouble to ascertain 
just where the paper circulates, 

No matter how small the town, some- 
where it comes in competition with 
other towns for the trade of certain 
communities. All other things being 
equal the be iat which has poe Me 
widely circulating newspaper will get 
the best of this trade. Personal ac- 
quaintance may stem the tide for a 
time, but ultimately bright advertise- 
ments in a good newspaper will have 
their effect. Every dealer should see 
that his local paper obtains as many 
readers as possible in this much con- 
tested territory, 

Here is where the merchant and the 
editor should get together. ‘The editor 
should be given to understand that if 
he gets the merchant’s business in pref- 
erence to circulars and other mediums 
he must_make his medium more valu- 
able. He must secure a live corres- 
pondent in that community and publish 
news which will directly interest its 
people and draw their attention to- 
ward that particular town. When they 
come to town they should be given 
mention. The newspaper should do all 
it can to prove to that community that 
the town is interested in its people and 
wants their favor and their business. 
he | this, systematic and energetic 
work will increase the subscription list 
in that locality—Hardware Trade. 

So ——— 

TELL the truth in advertising if you 
never did before.—Effective Advertis- 
ing, Knoxville, Tenn. 





You can’t see everything around you 
when you have your hands over your 
eyes, and when you have them blinded 
with the petty troubles of your business 
you can’t see the big opportunities 
ahead.—White’s Sayings. 


osha Sigigpittainii 

“TELEPHONE Facts for Farmers” is a 
recent booklet from the Stromberg- 
Carlson Telephone Mfg. Co., Rochester 
and Chicago, explaining briefly and in 
easily comprehended language the mys- 
teries of telephones and line construc. 
tion. 
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OMAHA BANK ADVERTIS- 
ING. 


Mail order banking would cer- 
tainly be a novelty. It is, however, 
a branch of their business which 
the officers of the City Savings 
Bank of Omaha look forward to 
establishing before long. And this 
plan has led to one of the most 
energetic and successful advertis- 
ing campaigns ever instituted in 
the West. 

In the short period of six months 
the business of the bank has been 
doubled by clever and persistent 
advertising. One can scarcely walk 
the streets without meeting with a 
City Savings Bank billboard. Its 
neat cards appear in all the street- 
cars. The daily papers all carry 
artistic ads, concisely worded, tell- 
ing of the advantages accruing 
from a savings account. Every 
mair carries scores of personal let- 
ters to wage earners and others in- 
viting them to open an account 
with the bank, and explaining why 
this will prove beneficial. 

Knowing that the persons who 
planned all this clever publicity 
must have an interesting story to 
tell, a Printers’ INK representa- 
tive asked Mr. Egbert M. Badge- 
row, the advertising manager, to 
outline their plan and its results. 

“The results may be easily sum- 
med up in five words,” said Mr. 
Badgerow, smiling: “Our business 
has about doubled. The plan is 
more difficult to give. In one way 
our advertising has been a series 
of experiments which have paid. 

“The management last fall came 
to the conclusion that the business 
was not as large as conditions 
justified. Times were good, the 
people prosperous, the bank old and 
well established, and there was no 
good reason for the number of ac- 
counts being so small as they were. 

“Discussion developed the opin- 
ion that there was but one way to 
get more business—to advertise 
and do it thoroughly. The first 
requisite, it seemed to us, was to 
make it possible for prospective 
customers to save easily. Our first 
move, therefore, was to obtain a 
supply of the little home safes, 
which are so prominent in most of 
our matter, and offer them to the 
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public. In these it is easy to dro 
small change at odd times, until 
$1 has accumulated. Then we ac. 
cept an account. 

“We began by inserting two inch 
double column ads in prominent 
positions in the daily papers, illus- 
trating the ads generously, and 
changing them every day. This 
we supplemented by sending out 
thousands of these circulars (No. 
1), the inside pages of which pre- 
sent in as forcible a manner as pos- 
sible the advantages of a savings 
account. Solicitors were also sent 
out—gentlemanly fellows who could 
present the case intelligently, and 
yet not be so persistent as to make 
enemies as well as friends. The 
results were apparent in a few 
days. 

CIRCULAR NO. 1. 

We wish to respectfully call attention 
to the oldest savings bank in the State 
(established in 1884), and the advantages 
offered for the saving of some part of 
your daily earnings. Men of affairs ap- 
preciate that now is the golden oppor- 
tunity. They foster whatever tends to 
permanency in business. They seize 
every a? sagas to increase their earn- 
ing capacity. e noticed in a_recent 
issue of the Saturday Evening Post an 
article on a new profession—that of a 
“Business Systematizer.” These gentle- 
men in some cases earn as high as $1,000 
a day, and their business it to show other 
people how to save money. We are doing 
the same for you, but it does not cost 
you $1,000 a day. With a savings ac 
count to which you add regularly and 
receive interest compounded twice a year 
from date of deposit you have a positive 
assurance that no matter what ill for- 
tune befalls, there is a comfortable bank 
account to bridge any disaster, loss of 
position, sickness or death in the home. 
What a sense of rest, contentment and 
security it gives, and the renewed con- 
fidence in yourself will increase your 
earning capacity. Are you not satisfied 
that a savings account pays and is by 
far the most profitable form of insurance 
in the world? 

The business of this bank always has 
been and ever will be conducted on lines 
of the strictest integrity and uprightness. 
Any amount will open an account. We 
want you to become one of our regular 
depositors. 

“We continued the newspaper ad- 
vertising, and then set about com- 
piling lists of the wage earners 
of the city. The stenographers were 
selected for the first test of a per- 
sonal letter. It was in circular 
form, of course, but was mailed 
under a 2-cent stamp, to insure at- 
tention. The experiment was com- 
pletely satisfactory, and added not 
a few accounts to our business. 
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We next sent similar letters to the 
professional nurses, changing the 
text so as to be suitable. The re- 
tail clerks and other branches ot 
paid labor also received attention. 
The results were immediate and 
pleasing. Many dozens of the little 
steel safes were called for. 

“The professional men and wo- 
men of the city were not over- 
looked, and each received suitable 
letters, as rapidly as we could pre- 
pare the lists. These letters were 
made as short and-entertaining as 
possible. Like the other letters, 
they paid well. 

“In the meantime we decided to 
erect some billboards, and began 
placing our cards in the streetcars, 
never ceasing, however, to use the 
daily papers. It was but a few 
weeks before the business of the 
bank had increased wonderfully. 

“We have other literature, one 
folder being found particularly ef- 
fective with the women. It con- 
tains a paper of fine needles as well 
as an assortment of darning 
needles, tape needles, etc. This 
is used mostly by our solicitors. 
Handed to a woman who answers 
the door-bell, it is almost sure to 
attract attention, as she sees that 
it is something of value, rather 
than a cheap circular. After that 
it is easy to get permission to talk 
savings bank account, and a new 
customer usually results. 

“One of the best mail circulars 
we have yet devised is this, I think. 
(No. 2.) This was mailed to every 
family in Omaha in which a baby 
was born from January, 1902, until 
date. The mailing list was taken 
from the records of the Board of 
Health. As you see, it is a plea to 
‘start the baby in life properly.’ It 
is short, attractive, and has brought 
us handsome returns.” 

CIRCULAR NO. z. 

Attow ws to congratulate you on 
the advent of a little stranger into your 
home. 

May the child be a joy to you in its 
infancy, a source of pride in its youth, 
and a solace to you in your old age. 
Permit Us 

To make a suggestion. Why not start 
a bank account for the baby? Throw in 
a dollar yourself and suggest a contri- 
bution from each of the aunts and uncles 
who drop in to “ser the baby.”’ Stop at 
the City Savings Bank and get one of 
the little steel safes. Just the thing to 
gather in the stray pennies and nickels. 








PRINTERS’ INK. 15 


We pay 4 per cent interest on de- 
posits. The baby’s bank account will 
grow while the baby sleeps. 

“Who writes your ads?” was 
asked. 

“Well,” said Mr. Badgerow, “it 
is kind of a family affair, if the 
phrase is permissible. I generally 
put them in shape for printing. 
Everyone connected with the bank, 
however, contributes ideas. I have 
a box into which any one can slip 
his suggestions.” 

“What form of publicity do you 
find most profitable?” 

“That we cannot tell. We use 
all kinds. Each form fias a little 
good in it. We try to gather it 
into a harmonious whole, making 
each contribute to giving us more 
business.” 

“For how long do you intend 
carrying on your campaign?” 

“Probably as long as the bank 
continues in business,” was the 
quick reply. “It don’t pay to stop. 
Every new ad pulls just so much 
more business. You have to keep 
at it all the time.” 

“And what is your ultimate ob- 
ject?” 

“To make the City Savings Bank 
the depository of all the savers in 
the State of Nebraska, if possible— 
at least of all this territory. We 
will in the course of time begin 
appointing the postmasters, or 
other suitable persons in the 
smaller towns and villages our 
agents. We will supply them with 
the little steel safes, and give them 
a key. 

“Whenever they desire, the hold- 
ers will take them to the agent, 
have their savings counted and a 
receipt given. The agent will then 
send us the money, either by mail 
or express, with a list of the de- 
posits. That is our plan for ex- 
tending business after we cover 
Omaha thoroughly. 

“We believe there is plenty of 
room to expand, and that a savings 
bank can be advertised just as et- 
fectively as a department store. 
We hope to put out 10,000 of these 
little safes in the State.” 

“Would you care to state what 
your appropriation is?” 

“No, I think not, You see, we 
have just begun our campaign. 
After we have been at it two or 
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three years we may be able to give 
some exact figures. Just now, 
however, all I feel warranted in 
saying is that advertising will boom 
the business of a bank with a repu- 
tation behind it, if persisted in.” 
Cuas, E. DUFFIE. 


+o ———— 
THE NEW YORK WORLD. 


345-551 Westminster St., 
Provipence, R. I. Feb. 6, 1904. 
Editor of Printers’ INK: 

Will you kindly furnish me the _ es- 
timated circulation of the New York 
World, and oblige, 

Rosensurc ADVERTISING AGENCY, 

by S. A. RosEnsurc. 

The Roll of Honor, published 
every week in Printers’ INK, con- 
veys the following information: 

The World. Actual oe hwy 1903, Morn., 278,- 
607 (:k), Ev'g, 857,102(:), Sy. 888,650(+). 

In this connection PRINTERS’ INK 
would like to be informed of the 
origin and standing of The Rosen- 
burg Advertising Agency of Provi- 
dence. Its name does not seem to 
appear on any list heretofore ac- 
cessible. 


NOT A_CHARITABLE OR- 
GANIZATION. 


New York, Feb. 5, 1904. 
Editor of Printers’ Ink: 

We have copy of Printers’ Inx of 

the 3d inst. with article “Work of the 

. ” You say: “Unless a pub- 
lisher will consent to pay for the ex- 
amination, he is not permitted to know 
what the result of it purports to be. 
The proceeding is secret and whether 
the conclusion arrived at is correct or 
otherwise, no fellow can find out; for, 
as no member of the association is al- 
lowed to disclose the alleged facts that 
are communicated to him by the ex- 
aminer, it naturally follows that if the 
examiner is prejudiced or incompetent, 
no one has any opportunity to discover it 
and set him right.” 

The hg geo | referred to, i. e., ex- 
amination of publications, is not secret, 
except in the sense that the reports 
thereon are not given to the world at 
large, for the reason, as we have previ- 
ously stated, this association is not a 
charitable organization securing infor- 
mation for advertisers who are not mem- 
bers. But all the parties in interest have 
the fullest knowledge of the facts in our 
reports. The detail findings of the ex- 
aminer are submitted to the publisher in 
his office at conclusion of the examina- 
tion, thus affording the publisher an op- 
portunity to pass upon the correctness 
of the figures. This, however, does not 
result in any change of figures not 
justified by the facts in the case. Even 
though the figures show a circulation 
less than claimed by the publisher no 
change is made unless it can be shown 
that an error has been made in the com- 
putation. The association has pardonable 
pride in the fact that the publishers of 
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publications that have been examined 
commend the fairness and correctness 
of our methods. 

We say further, that the association 
makes no effort to have publishers take 
a certificate of circulation, other than 
indicating after the examination that 
they have that option; and this matter 
has no bearing on the examination in 
any way. 

e would be glad to have you give 
publicity in Printers’ INK to this letter 
to overcome any wrong impression of 
our work which may have been caused 
by the article in question. 

Very respectfully yours, 
ASSOCIATION OF AMERICAN ADVERTISERS, 
by T. E. Crossman, 

Assistant Secretary, 


Troy, N. Y., Feb. 4, 1904. 
Editor of Printers’ INK: 
_ In your article, on page 11 of the 
issue of February 3 of Printers’ Inx, 
on the method used by the Association 
of American Advertisers, you make the 
following statement: 

“Unless the publisher will consent to 
pay for the examination, he is not per- 
mitted to know what the result of it 
purports to be. The proceeding is secret, 
and whether the conclusion arrived at is 
correct or otherwise, no fellow can find 
out. 

That statement does the association a 
great injustice, for it certainly is not 
true, at least regarding the examination 
made ‘of the circulation of the Troy 
Record. There was nothing whatever 
said about our paying for the examina 
tion, or buying a certificate. On the 
contrary, after completing the examina- 
tion, and typewriting the report, and be- 
fore sending it to the association, the 
examiner showed it to me, and I went 
over it very carefully with our circula 
tion manager, and had ample opportunity 
to call the examiner’s attention to errors, 
had any existed. Yours very truly, 

Tue Troy Recorp Co. 
D. B. Pium, Business Manager. 


_ The A. A. A. is not a charitable 
institution; so Mr. Crossman says. 
It is not doing work pro bono pub- 
lico, but serves those who pay. If 
a publisher is pleased with the 
report the committee grinds out 
he buys it and the committee is 
paid for its work. The association 
has pride in the fact that the pub- 
lisher who consents to be examined 
is generally pleased. 


DecertTion in one advertisement may 
kill the chances of a hundred honest 
ones that follow.—Jed Scarboro. 


eS 

THE man who likes his work well 

enough to keep everlastingly at it and 

take pains at every turn is a safe sort 
of a genius to tie to.—Jed Scarboro. 





THe kind of courtesy that counts in 
business is thicker than a mere candy 
coating. It is simply the honest ap- 


plication of the old golden rule which 
always works both ways, as all good 
should.—Jed Scarboro. 
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CIRCULATION 


Over Half a Million 





The sworn average weekly (7 days) 
issue of The Daily and Sunday 


PITTSBURG 


PRESS 


for Twelve Months, Ending 
Dec. 31, 1903, 


553,345 


Consuming Over 


$236,248 


Worth of White Paper in 1903. 











The Press far exceeds the circulation of 
any other Daily and Sunday newspaper in 
Western Pennsylvania. 





0. 8S. HERSHMAN, President and Publisher. 
H. C. MILHOLLAND, Business and Adv’g Mgr. 





Cc. J. BILLSON, Representative Foreign Advertising, 








Tribune Building, New York—Chicago. 
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SHOULD BROKERS ADVER- 
TISE? 


The last annual election of offi- 
cers of the Chicago Board. of 
Trade, when members in favor of 
a more liberal method were chosen 
to govern, has awakened consider- 
able interest not only in financial 
centers in this country but in Lon- 
don as well. 

One question to arise has been 
as to whether brokers should ad- 
vertise. For several years the curb 
brokers in the British capital have 
been doing as much, if not a 
greater, business than the regular 
Stock Exchange members, owing 
to the fact that they advertise 
liberally, something that the reg- 
ulars cannot do, as the rules of the 
— hold that it is undigni- 
ed. 

The large increase reported by 
the curb brokers during the past 
year, however, has awakened many 
of the regulars who are unwilling 
to longer follow in the footsteps 
of their forefathers, and the ques- 
tion of advertising has become a 
live issue. The board of gover- 
nors have been petitioned to per- 
mit of the use of printers’ ink. 

The proposition was put before 
the governors at a recent meeting, 
and the novel suggestion, or rather 
demand, came like a bomb to the 
older and more conservative mem- 
bers. The older brokerage houses, 
which already have a large and 
steady clientele, are naturally op- 
posed to the innovation, which 
may possibly result in proselytizing 
their clients. The younger ele- 
ment, on the other hand, to whom 
the present paucity of business 
means simply a respectable species 
of starvation, are desirous of doing 
away with many of the rules of 
the exchange which they say are 
contrary to the spirit of the age 
and not in keeping with modern 
commercial methods. Their great- 
est grievance is against the rule 
forbidding members to advertise. 

At the annual meeting this 
spring it is said that more than 
200 members of the London Stock 
Exchange will refuse to renew their 
memberships and go upon the curb 
unless they are allowed to adver- 
tise, and thus get a portion of the 
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business which is now rolling into 
the offices of the independent 
brokers, who for some time have 
been spending a considerable part 
of their earnings in a campaign of 
publicity. 

“Why shouldn’t we be allowed 
to advertise?” says a prominent 
member of the exchange. “As it 
is, any swindler can set up in the 
city, call himself a stock brokers 
without credentials of any kind, 
and attract more business than we 
can obtain. We are governed by 
a committee that is exacting. Our 
books are always open for inspec- 
tion. If we are guilty of any sharp 
practices we will be expelled from 
the house and practically ruined, 
The outsider is a free lance. His 
probity is the only protection 
sellers have.” 

Not anything which has come 
up of late has so stirred up the 
membership as the advertising pro- 
position. Naturally there is much 
divergence of opinion on the sub- 
ject, but many more will be found 
in favor of the suggestion than 
would be the case were trade ina 
flourishing state. At present the 
rule on,’Change against advertising 
is much more strict than in the 
case of a doctor or lawyer. Upon 
that rule the outside trader thrives, 
for it is only the small fry of ig- 
norant people who become the 
prey, as a rule, of the bucket shop 
keepers. The man who finds him- 
self possessed of a_ superfluous 
$250 or so and who is not an ex- 
perienced buyer with member 
brokers, goes to the man who ad- 
vertises. In this way the outsider 
obtains much business which mem- 
bers of the exchange claim should 
rightly come to them. 

The fact that leading New York 
and Chicago houses, as well as the 
majority in the smaller cities of 
the United States, advertise is be- 
ing urged by those favorable to 
the change. It is said that the 
buyer of stock frequently pays a 
double commission, when dealing 
with the curb brokers, namely: 
That required by the outside brok- 
er and that demanded by the par- 
ticular member of the house who 
has the stock wanted for disposal. 
By permitting members of the ex- 
change to advertise, many contend, 














the methods of the outsider would 
be circumvented. This, according 
to a well-known broker, is the 
secret of the present movement. 

Some of the little fellows argue 
that “if advertising were allowed, 
most business would come to firms 
‘ who could afford to spend lavishly 
in that direction. How could in- 
vestors differentiate between out- 
siders and genuine brokers? The 
scheme would provoke no end of 
confusion and the public would be 
worse off than ever.” 





A corresp of this matter, by 
brokers, tor brokers, is solicited.—Ep. P. J. 
HO 


HERE’S ANOTHER ONE. 
Curicaco, ILt., Feb. 3, 1904. 
Editor of Printers’ INK: 

We hereby make application for a 
place on your list of recognized adver- 
tising agencies. Me 

As to our financial sergonsiiy, we 
refer you to either the Dun or Brad- 
street Company, or to the Commercial 
National Bank of this city. 

Our offices, as you will note from our 
letter heading, are in the Stewart Build- 
ing, where we maintain the proper equip- 
ment for the transaction of a general 
agency business. 

We are now placing the following ac- 
counts, in mediums of national circula- 
tion, to any of whom we refer you for 
further information: Loftis Bros. & Co., 
Diamonds; S. T. Altemus & Co., Gold 
— Silversmiths; Kehoe & Co., Choco- 
ates. 

We have practically closed contracts 
with two other advertisers, who will be- 
gin to place their business through our 
agency in the near future. We hope to 
have a number of other accounts in the 
early fall, it being our intention to make 
an active canvass for business through 
experienced solicitors and develop large 
accounts. Yours very truly, 

FRANKLIN ADVERTISING AGENCY. 


NOTES. 


Two excellent brief booklets from the 
Bottolfson Advertising Service, Winona, 
Minn., tell of methods followed gener- 
ally and show specimens of work that 
are convincing. 

Tue facilities of the Mercantile Safe 
Deposit Company, New York, are shown 
in a sumptuous booklet containing views 





and descriptions of the vaults, the 
largest in the world, it is said. 
Pictures of women who look as 


though they might be real persons are | 
the most noticeable features of a book- \ 


let price-list of the “Ultra” shoe for 
women, made C4 the Moore-Shafer Co., 
Brockport, N. Y. 


Tue eight large wash drawings illus- 
trating the life of a newspaper ad, which 
were sent out in an expensive booklet 
a year ago by the Kellogg Lists, have 
been reproduced in a_ small brochure. 
As in the former booklet, the company 
has been careful to omit its address. 
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-Journal, Jamestown, N. 
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A FAC-SIMILE of the paper and a view 
of the town’s new post office, with em- 
ployees, form the decorative features of 
a calendar sent out by the Evening 

A MAIL-ORDER oatalogye of 576 pages 
is published by R. H. Macy & Co., New 
York. Practically everything in the 
store is listed except foods, which are 
treated in a separate catalogue. The 
book is compact, convenient and light 
for its bulk. 


“An Adirondack Farm” is a fine little 
running description of a country estate 
for sale up that way, illustrated with 
thumbnail photo views, all done up in 
folder form. The address and name of 
owner are mailed on a separate card. In 
this case the card was lost. 


A FOLDER from Robert Grier Cooke, 
publisher, 307 Fifth avenue, New York, 
tells of his shop at that number, where 
are displayed fine books and fine bind- 
ings, Socledoten, reproductions of art 
cbjects, and other matters likely to ap- 
peal to connoisseurs. 


A neat booklet from Crystal Springs 
Sanitarium, Mt. Tabor, Oregon, is sent 
out to inform physicians of its facilities 
for the care-of alcoholic, drug and nerv- 
ous patients. The booklet is not hap- 
pily arranged, and would gain by a page 
setting forth its facts in condensed form. 


“WALLPAPER Ideas”’ is the title of the 
latest book issued by the Robert Graves 
Co., New York. It contains original 
suggestions for treating many kinds of 
rooms, some of which are worked out 
in color. The full line of sample books 
used by this firm’s road salesmen com- 
prises 108 volumes and weighs more than 
1,100 pounds, 


BaRNHART Bros. & SPINDLER, type- 
founders, Chicago, publish a little book- 
let about electrically welded chases that 
will appeal to printers, Besides a de- 
tailed description of processes it gives 
tables of sizes. Another booklet from 
the same firm shows specimens of 
“Sheridan” type, a black letter capable 
of a great deal of wear. 





BUSINESS EXPRESSION ILLUS. 
TRATED. 





IN ADVANCE OF THE MAILS. 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


Although no one ever pretended 
that advertising is an inexpensive 
process, it is a curious fact, and 
one deserving the attention of the 
economist, that advertising does 
not appear to increase the selling 
price of commodities. For in- 
stance, up to the roth day of De- 
cember last, the Encyclopaedia 
Britannica could be had, on an 
installment-plan system, with im- 
mediate delivery, for about one- 
half of the price it had ever been 
sold at before. Every one knows 
why. A couple of enterprising 
Americans had taken the old thing 
over, brought it up to date, great- 
ly improved the printing of it, and 
spent half a million dollars in ad- 
vertising it. Now this install- 
ment-plan scheme is withdrawn, 
and one must pay spot cash to 
secure the volumes at double the 
price on December 19. There is 
therefore a clear increase of 100 
per cent on the profit. Yet it is 
no longer advertised. 

* * * 


Why is it no longer advertised ? 
Because the popular demand _ is 
no longer to be looked for; the 
book is too dear. Why was it put 
down in price before? For ex- 
actly the same reason. The pub- 
lishers wanted to advertise it, and 
they knew that they couldn’t do so 
profitably at the old high price. 
Advertising, then, and advertising 
‘on the most lavish scale, operated 
to reduce the cost to the purchaser. 
The withdrawal of advertising is 
accompanied by an increase in 
price. Truly a startling proposi- 
tion for the political economist! 

* * * 


One of the commonest lies of 
the substitutor is this: “I can sell 
you something ‘just as good.’ 
cheaper than advertised articles, 
because you see I do not have to 
go to the expense of heavy adver- 
tising.” I am not concerned to 
record or to denounce the false- 
hoods of the suhstitutor: the Re- 
cording Angel has even quit, long 
since. But T am concerned to ex- 
pose the futility of the argument. 
The substitutor’s goods are not 
“just as good.” 





Why are they not business. 








just as good? Because they are 
not advertised. Advertising is not 
only or chiefly a guarantee of 
goodness—though it is that, be- 
cause no one in his senses adver- 
tises what is not good value—but 
also a guarantee of cheapness. The 
large, widely advertised store js 
the store that sells cheap. It is 
also the store that sells good, and 
makes good; it couldn’t afford to 
do otherwise. Yet the economical 
problem is unexplained. It is less 
a problem than a paradox. Let us 
examine it as such. 





* 


A man who does not sell good 
stuff cannot afford to advertise. 
A man who does sell good stuff 
cannot afford not to advertise. 
Yet the cost of good stuff is higher 
than the cost of poor stuff; and 
the expense of advertising has also 
to be added on before the profit 
comes in. Because the people who 
argue otherwise are utterly and 
eternally wrong. It is sometimes 
said, “Advertising is not an element 
of cost.” But advertising ts an 
element of cost. Every advertiser 
in his senses figures it so. He 
could not make his calculations 
safely otherwise. What these 
amateur economist butt their heads 
over is the fact that by submitting 
to one element of cost—viz., ad- 
vertising—the merchant saves him- 
self a multitude of other costs, or 
reduces them. Let me make this 
plain. It is just as expensive to 
keep a store running half-power 
all day as to keep it running full 
power. You do not save rent, 
clerk hire or renewal costs by 
having the place half empty. It is 
cheaper, foot for foot, to run a big 
store than a little one. But you 
can only run the big store or the 
busy-all-the-time store by adver- 
tising: and the expense of adver- 
tising is a great deal less than the 
difference in the cost between a 
small score and a big one in pro- 
portion to business done. TI have 
used the retail store as an illustra- 
tion here. but of course the same 
thing applies to any sort of com- 
mercial enterprise. Advertising is 
expensive. but it is not so expen- 
sive as not advertising, because 
the former is the only wav of get- 
ting the full use of facilities for 
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I wonder that it has never oc- 
curred to any writer in PRINTERS’ 
InK to point out that advertising 
is one of the greatest forces mak- 
ing for commercial morality, be- 
cause it enforces upon those who 
practice it a higher standard than 
the standard which has to suffice 
for those who neglect it. The more 
a man advertises, if he succeeds, 
the more honest he becomes, and 
the more honesty endears itself to 
him. Few of us are natural 
moralists. We are most of us bet- 
ter men than our worst instincts 
prompt us to be, from a sense that 
honesty is the only safe scheme in 
the long run; and we want to run 
long. Nothing so aggressively de- 
mands spotless honesty as adver- 
tising—if advertising is to be suc- 
cessful. It follows that advertis- 
ing is a great moral force. The 
duty of the clergy is obvious after 
these remarks, and I recommend 
the churches to _ subscribe to 
Printers’ INK—the Little School- 
master of morals. 

* x 





Some time ago I spoke of the 





advertising of Elliott & Co., of 
Edinburgh, Scotland, manufac- 
turers and importers of dental spe- 
cialties. The head of this firm, 
Mr. W. E. H. Elliott, has been on 
the stand and testified to his in- 
debtedness for inspiration and 
suggestion to PRINTERS’ INK. I 
have now before me the first num- 
ber of this firm’s house organ, 
Elliott’s Quarterly, which has all 
the birthmarks of a lusty Print- 
ERS’ INK baby. It is the same size 
as its parent, or a shade larger, 
preserving the proportions. It is 
beautifully printed. The adver- 
tisements in it, all designed by the 
publishers, are admirably set up 
and written, and there are twenty- 
eight pages of them, all paid. It 
declares and guarantees its cir- 
culation. The excellence of the 
type-designs is all the more re- 
markable from the fact that (as 
Mr. Elliott writes me in the letter 
which covers this most interesting 
bantling), he himself has no tech- 
nical knowledge of printing at all. 
All his inspiration has been from 
PRINTERS INK, and _ his_ best 
achievements in type-setting bear 
strong confirmation of this on the 
face of them. Mr. Elliott writes 
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me: “It looks simple enough now 
it is done, and I think the printer 
has done his part well and carried 
out my ideas as to display satis- 
factorily. Thanks to Printers’ 
Ink I have ideas, and this T may 
say in all sincerity, that if it had 
not been for the Little School- 
master, the probability is that this 
venture would never have seen the 
light of day.” 
* * 

It is proper to bear in mind in 
reading this that print shops in 
this country do not offer the 
amenities of those in the United 
States. I know of no such place 

CIRCULATION 5,000 GUARANTEED. . 
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AN Communications shed be'gatreseeete | us for the past twelve years, and 

ELLIOTT &°CO., «, } Kould say, that we are dow.eniableq 

20 Hanover Sti, LOWBURGH. | 86 sender tht most efficient. service, 

Tetigreme: Tetephone | 3% point of ercellency of prodyet 

‘Molar, Edinburgh. “aM, combined with . carcfbl gaccution: 
Business Hours, 9 am. 06 6 p.m, laa 

Soturdeys, 9 0.m. to 2 Be. 
were ees Ss 





Cnginal articles ang incidents in |. 0 MAKE 2USTER WORE AGREEABLE, 
daily practice.. New ideas and methods _ FOR PATIENTS. 
for shia Quarterly solicited, A ybor ne “ < Severalds 
t ops of oil of winterge 
yj aaeodle eadions added tu denjal plaster Ba 
.| ogre Pleasant for tiny ion 
be? - 7 ring it, drop several drops on 
INTRODUCTION. * it six tyvarts of dental plastep, 


work it’ well and sift it ing the 
We have decided upoti-the issue ssc Jacou Senty. pind ata 
of a Quartelly- Cirgular..Yor, the |): . 
conyeyance.” to’ dur customets ..of 
infotmation " on foatters’ of interest a] a sou P PUSTER teow 

{n’ the. shipe of-- new. Inyéntions,” WULCAMITE. PLATES,” 

Reductions and Advanves.in' Pnees, | - Place’ Sie phue” fof'a thon time 
and additions to stock, thus ensuring in water comaiging asmall quantity: 


& regular mans Of communication | of sulphate . of potassivim—Da- 
wi uh hep, Isuay, , fore 

We hope’ tie” prodiiciion will be |, Se 
read with rh earepl easton effort’ | SENSMTIVENESS AT WECKS OF TeETR, 


sae ¢ “Is Apply a omni ay 
Seredert a wevee pres ola 
in England where I tT weeld dare to 
drop in an advertisement in manu- 
script without typographical indi- 
cations, and say: “Display that the 
way it should go.” There is no 
printing office known to me, in 
England, that wouldn’t bungle it 
beyond all possibility of practical 
use. I, who live in London, and 
go but seldom to America, certain- 
ly know a dozen printers to whom 
I should not for an instant hesitate 
to hand over such a job if I were 
in America and in a hurry, with 
perfect confidence that though they 
might not exactly hit my private 
taste, they would never offer me a 
discreditable set-up. 
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Advertising Agencies. 


ALABAMA. 


A-% ADVERTISING CO., Mobile, Alabama. 
Distributing and Outdoor Advertisi ng. 


CALIFORNIA. 
Cr nia, stab, 188. CO., Los Angeles, Califor- 
Estab. 1895. Place gory a 
where—ma: —e = 


ers, 
guntooe. “War —®, aio. PACK 


‘Cc COAST ADVERTISING. 25c. copy; $2 year. 


DISTRICT OF COLUMBIA. 


os Sine Wa Want 4 in 15 jeading dail 
ces. L.P. DA 


ihELL 
ADVERTISING G AGENCY. 8 Star Bldg.,Wush., 


ILLINOIS, 

Goes pHa nemoneye ne | 115 nan sega &., 
jm in U. 8. and Canada. Rates supplied also for 

sh-American and European publications. 
Hv you ever seen the elephant! We mean 

the one that advertises Lambert Phono- 
graph Records in all the leading magazines. 
We originated, designed and placed this adver, 
tising—can do as well for you. 

MARSH ADVERTISING AGENCY, 
New York Life Bldg., Chicago, 


KENTUOKY. 
M.CALDWELL Adv. Ag’cy, Louisville, plans, 
e prepares, places adv’ng; newpapers, mags. 


LOUISIANA. 
wt OF THE SOUTH !—Have you poste 
pated in its prosperity? Establi: your 
name and trademar'! @ growing country. 
Newspapers—Pill Pos Posting—Signs and Distribut- 


palin for estimates on a Southern Cam- 
on a M. GODDARD anpeeee AG’CY, 
w Orleans, La. 
MARYLAND. 
.BOURES ADVERTISING AGENCY, Balti- 
Estab. 1876. Newspaper, emagazine, 


ore. 
ouulear advertising written, planned sae 
Don’tspend $1in Md. beforeg before getting our estimate. 


MASSACHUSETTS. 
i T. BOND (“ Bond, of Boston”) 


16 CENTRAL STREET, 
BOSTON, 


Recognized Advertisirg Agent, gives personal 
attention to his clients’ best interests, irrespect- 
ive of any commission or discount inducements. 
Original — effective designs prepared, with 
istent text. siness placed in any medium. 


MINNES¢ NESOTA. 
OLLEMAYER ADVERTISING AGENCY, Ley 
une Bidg., Minneapo! The recognized 
agency of Northwest. We know territory thor- 
ghiy: give small accounts proper attention. 
Members of the American Advertising Agents’ As- 
sociation, 








NEW YORK. 


Cres AGENCY, 220 Broadway, N. Y. 
Medical journal advertising exclusively. 


=e ADVERTISING AGENCY, 719 St. somes 

. Newspaper, Periodical and Out- 

door eee crtiaing. Large or emall contracts ac- 
cepted. Consult us before fore placing your advertis’g. 


G EO. P. ROWELL& CO., founded in 1865, under 


7 the new ment not _ plans, p! laces 
and iJlustrates, but also acts as sales combagers. 
Esti and ‘designs upon request. 10 Spruce 


Street, New York. 
ORTH sone ADVERTISING CO.—Or- 


ganized 4 advertisers to give advertisers a 
juare we deal, L. Perine, — . Seeley, 
vie at} jones ae r Cater- 
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ICKS NEWSPAPES vennisic 


“4 Yo rk. 
WILLIAM HICKS. G. RUSSEL. 
One of the agencies in the list published by 
PRINTERS’ INK as “ thoroughly reliable.” Thirty- 
five years’ business experience at the service of 
advertisers who desire to use the leading news. 
papers and magazines. 


M MAIL-ORDER ADVERTISERS 
seeking large returns should use this 
cial Metropolitan list. For $10 I will insert for 
one time (any day) a wees classified advertise- 








ment in the following 1 
Boston Herald, Indianapolis Sentinel, 
Phila. No. American, O 
Phi rd, Buffalo Courier, 
= EA come Herald, hester D. and Chron, 

ttsburg Dispatch, Providence Telegram, 
Baltimore Heral Cltveland Plain Dealer, 
3t. LouisGlobe Dem., Des Moines Register, 
Washington Denver ublican, 
Milwa San Fran. Chronicle, 
Cincinnati Enquirer, ° Atlanta ar may women 
Minneapolis Tribune, Chicago In 

troit P Kansas city J Tournal’ 

GIVE THIS LIST A TI 
ee GUENTHE 





d Magazine Advertising, 
108 FULTON St. *Phone 995—John, NEW YORK, 
Write for Combination Offers. Magazine Lists. 


PENNSYLVANIA. 
es H. 1. IRELAND ADVERTISING AGENCY, 
(Established 1890), 
works with as well as for clients. 
vertising in newspapers 
and magazines. 


Creates noe series of folders and cards to 
reach the t 
925 Chestnat Street, Philadelphia, Pa. 


» 1 easy enough to say, “I _can increase your 

business ” or **“My ideas will make money for 
you,”’ and so on. But it’s a different matter to 
prove this. 


HE business man who buys advertising 
service doesn’t purchase an unknown quan- 
tity. He can see my work in the nowapapers 


every day. Instead of fee meee ond copy | will 
cra to give him busine: ringing origin- 


DO more than this. I 
vertible prvof of what I 
for other business men. 


N aes ongpestien I to offer as an addition 
Walker & Linde testimonial of last 

i nine evidence of advertising work accum- 
Pitesti for = leading carpet and rug house in 


ive him incontro- 
ave accomplished 


Ivins, DreETzZ & MAGEE, 
Manufacturers, Importers and Retailers 
Carpets and Rugs 
1220 a and 1282 } 1222 Market St. 


LADELPHLA, April 3, 1903, 
To Whom It May Con yy 
Mr. Richard A. Foley, of the Richard A. Foley 
Company, having for several months conducted 
the advertising campaign for the Oriental rug 
department of” the firm of Ivins, Dietz & Magee, 
1 feel it due to him to say that the Specers « of the 
— during that time has been extraor- 
di 
e direct results of the ae. as well as 
the bene we hg have been v one aren. 
tisement alone creating a tale of 600 worth of 
rep in four days. 
Foley's work, in my opinion, possesses the 
dual seers of originality and Facticability, 
and it is only through a change ment 
in the department that it is Snot continued on 
behalf of thisfirm. (Signed) A. EK, WoopMAN, 
Manager Ivins, Dietz & Magee. 


T= AM fn for business with an: 
house, either for yo or aot 
ieee. hat I heiped Ivins, Dietz & Magee to 


do I can help a good mail-order house or a 
store in any town to do—and at expe! 
Richard A. Foley, 


THE RICHARD A. FOLEY COMPANY, AD- 
VERTISING, 


1216 Commonwealth Bldg., Philadelphia. 











onto. 
‘CE E. RUNEY, Runey Bldg., Cincin- 
amen ewspaper, Magazine, Out-door 
Advertising. Printing, Designs, Writings. 
CANADA. 


OR $4.50 we insert 25 words, classified, once in 
best 18 dailies of 15 largest Canadian cities ; 
Zinsertions, $12. Send cash with order. 
DESBAKATS ADV. AGENCY, Ltd., Montreal. 


~—, 
WORTH THE COST MANY TIMES. 
10 Morton St., 
New York, Feb. 6, 1904. 
Editor of Printers’ INK: | i 

When a particularly daring theory is 
advanced, the thinking portion of the 
world watches with interest for the 

ractical test. Every new departure is 
aber for trial and judgment before 
the bar of practical experience, and the 
com Seatively few acquittals rendered 
by this tribunal from the countless num- 
ber that are tried makes the record of 
this court of inestimable value to all. 

Every man must have ideas that have 
never been subjected to the tearing, 
wearing process of practical use. The 
experiences of the few that withstand 
the process and ultimately achieve the 
object of their conception teach the 
novice and trained alike to avoid the 
pitfalls, and when possible the rough 
places, on the road to “final results.” 

Printers’ INK is the record of the 
court of experience and, together with 
the successful, in a number of instances 
portrays the failures and points out the 
reasons contributing to such an_ end. 
This function of recording experiences 
and applying them for the practical en- 
lightenment of its readers, led this Jour- 
nal for Advertisers to be styled the 
Little Schoolmaster. 

In this work it must be understood 
that Printers’ INK does not present 
merely the statistical and the technical 
testimony that would be possibly beyond 
the comprehension of the layman. En- 
tirely the reverse. It presents and dis- 
cusses its subjects in an attractive, con- 
nected manner that will prove interesting 
reading to any thinking business man, 
and, further, is so easily absorbed as to 
become a part of the reader’s equipment. 

One of the interesting facts connected 
with Printers’ INK is that it costs but 
ten cents a copy, or five dollars for a 
whole year. Appearing weekly, it deals 
with subjects at hand, and the fresh, 
potent insight is gives and energy it in- 
fuses into a workaday life portends it 
is not only relevant, but a forerunner:of 
the coming era of business promotion 
and publicity. 

It will be found from the experiences 
therein contained alone, that PRinTERs’ 
Ink is worth many times the cost, and 
the average person gathers from_ the 
first number sufficient evidence of its 
value to become a regular reader. 

Yours truly, 
ARTHUR WELLINGTON ANDERSON. 





“Now that we’ve struck dry land 
again,” said Shem, “‘what shall we do 
first?” 

“Start a newspaper, of course,” re- 
plied Noah, promptly. ‘‘What’s the use 
of having this marvelous mastodonic 
menagerie if we don’t advertise it?”— 
Philadephia Ledger. 
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HELPING THE ADVERTISER. 
Winona, MINN., Feb. 5, 1904. 
Editor of Printers’ Ink: ; 

I noticed an editorial in the last issue 
of Printers’ INK entitled “Information 
That Counts,” and it strikes me as being 
very forcible. — 

_ The Republican and Herald believes 
in standing back of the advertiser and is 
always prepared to give the advertiser 
whatever information he desires.. About 
six months ago the policy of sending out 
information in regard to this locality 
was adopted, and f have issued several 
circulars in regard to the same. 

Very truly, 
THE REPUBLICAN AND HERALD Pus. Co., 
Scorr Larrp, Manager. 


te 
A PIANO CONTEST. 

_ Witmincton, Det., Feb. 4, 1904. 
Editor of Printers’ Ink: 

We notice in the last issue of Print- 
ERS’ INK the story of a contest arranged 
by the Minneapolis Journal through 
which forty-seven people are to be sent 
to the t. Louis Exposition. The 
Evening Journal is having a little con- 
test along somewhat different lines; it 
has the people of Delaware very thor- 
oughly stirred up. The Evening Jour- 
nal has offered two $375, panes to be 
given to two schools of Delaware which 
receive the highest number of votes. 
We allow the schools to clip coupons 
from the paper, and these coupons count 
one vote each, and in addition we give 
votes for subscriptions paid in advance; 
for instance, on a yearly subscription we 
allow 700 votes. The contest has aroused 
a great deal of interest in the lower part 
of the State as well as in Wilmington. 

A day or two ago the Laurel High 
School made a jump of 27,000 votes in 
one day core? through the medium of 
yearly subscribers, all of which were 

aid in advance. The scheme is one that 

as proved satisfactory to us, and we 
think that possibly you will be interested 
in it. Very truly yours, 
THE EVENING JoURNAL PUBLISHING Co., 
Irvin F. PAscHALL, 
etccinil dllaa 
UNDOUBTEDLY. 
Office of 
THe ReEcorRD AND CHRONICLE. 

_ DeEnTON, TEXAS, Jan. 28, 1904. 
Editor of Printers’ INK: 

Herewith check in payment of your 
statement of January 23. The Record 
and Chronicle is carrying more “for- 
eign” business than any county weekly 
in the State, at a good price, and a part 
of it, the writer believes, is undoubtedly 
due to its 6, in Printers’ INnx’s 
Roll of Honor. ours very truly, 

THE REcoRD AND CHRONICLE. 
cs W, Epwakrps. 








Tue blacksmith doesn’t make one 
heavy strike and wait until the iron cools 
off to feel the dent—he keeps it up 
while the iron is hot and so should the 
advertiser.—White’s Sayings. 


Wuen you slip up on a banana peel, 
you may feel sore, but you get up and 
go on anyway—if you have made a mis- 
take and slipped up on your advertising 
it is no reason why you skouldn’t try it 
again.—White’s Sayings. 
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No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, acco; 


to the 1908 issue of the American Newspa 


per Directory, have submitted oe 


i 
that edition of the Directory a detailed circulation statement, duly signed and dated, or 


have sepenes a similar statement for the 1904 issue of the Directory, now un 
vision and to be — in April next. Such circulation figures as oe en 


characterized by 
These are gencraily pogetet & by 
to a — ~ pays his hard 
e 
number ~y teal ets denotes the p: 
tains the details of the publication’s characte 


oing 're- 
lastare 


| maa who believe that an advertiser has a right 


. denote a mies issue for the year indicated. The light-f, 
age in the American Newspaper Directory which oon 


Advertisements under this caption will also be accepted from publications to which the 


— Newspaper Directory accords the sign (© ©), the so-called gold marks, 


denoting 


uperior excellence in quality of circulation. §#~ Announcements under this classifica- 


tion, if entitled 


tions to date showin: f 
a statement in detail) 


increase of circulation can be made, 
properly signed and dated, covering t 


as above, cost 20 cents per line under a YEARLY contract, $20.90 f. 
year, 10 per cent discount if paid wholly in advance. > roomie 


Weekly, monthly or quarterly correc- 
proweee the publisher sends 
e additional period, in accord- 


ance with the rules of the American Newspaper Directory. 


ALABAM 

Anniaton, Evening Ster. A. iy average for 
19002, 1,159. Weekly’ 5 ) guaranteed. 
Last siz months, 1903, daily 1 Lzse guaranteed. 
ate daily and weekly circulation in Annis- 

“a “ae "Weekly edition : The Republic. 
ham, Birmingham News. Daily av. 
yor om oat 488 (sk); last © months 1903, 18,052; 


aaah Ledger. dy. Average for 1902, 
18,980 (34). Av. for Aug., 1908, 12,586, guar't'd. 
Montgomery, Advertiser. mies ag A Co. Av- 
reulation for 1902, guaranteed, daily 10. 
(©O), weekly 12,841, Sunday 14,6 25 (40). 
ARIZONA. 

Bisbee, Review, dail W. B. Kelley, pub. 
In 1902 nd issue less than 1,250 (46). In'/008 no 
tissue less than 1,750. 

ym Republican. Dai Daily preuage for 1992, 
5,820 (47). Logan & Cole Special Agency, N. Y. 


ARKANSAS. 
Fort te x pHs. ges. In oa ome lems 
than 1 le oon” or ugus' 
September, October, 1908, 8,109. 5 


Little Roek, Arkansas Methodist. Geo. Thorn- 
h, publisher. Actual average 1902, 10,000. 


CALIFO 
Fresno, Morning Republican, daily. Ave 
for 1902, 4,644 (67). EZ. Katz, Special Agent, N. 


Oakland, Tribune, daiiy. Average for 208. 
9,952 (75).’ Tribune —_ oer 


Daily average 
on ape ae Eee (80). (80). wh i. Porterfield: Tub. 
an Francisco, Argonaut, weekly. Ave 

toriwe. 15,165 (81). E. Katz, "Special Agent, N. 
San Franciaco, Bulletin. R. A. Crothers. Av. 
for 1902, daily 49,159, Sunday 47,802 (80). 


San Frazeleco. jo Call, GY and S’y. J. D. Spreck- 
els. Aver. for a7 ,° See. S’y 71.584 (80). 
Av. 1903, daily B1, 0 084 (8); ; S’day $2,015 (+) 


San Jone, Evening Herald, Herald, daily. The Herald 
Co. Average for year end. Av end. Aug., 1902, 8,597 (86). 


San toon, Morning M daily. Mercu: 
Publishing Oo. Average for for 1902, 6 bee (86). 7 


San Jose, Pacific Tree ‘Tree and Vine, mo 
Bohaman. Actual average, 1903, 6,185 (*). 


CONNECTICUT. 


Hartford, Times, daily. Av 
16,509 (%). Perry Lukens, Jr., NY. 


Meriden, Morning Record and Republican. 
Repubi’n Pub. Co. . av. for 1902, 7,887 (112). 


eee fe. 1908, 


- i. bune Pub. Co. 


New Haven, Evening Register. daily. Act: 
av. for 1903, 18,571 (2); Sunday, nL eoe Ey 


New Haven, Palladium, dail A 
1903, 2,625 (3). EB. Katz, Special Agent AY 


New Haven, Union. Av. for 1903, 15,82 
Sy 8,260 (x). E. Katz, Katz, Special Agent tN. i) 


New London Day, eve. ev’g. Av. 1903,5,61 
(115). Average gain in'past year, 415. nea ee 


Norwich, Duiietin, on Bulletin C 
lishers. Average for 902) 4, 659 (115). “= 
average for 1903, 4,988 ps8 (3k). 


Waterbury, Re ublican. Daily average 1903, 
5,846 Ck) La Coste d: Maxwell. Spec. Agte, NY. 


COLORADO. 
Denver, Post, daily. Post Printing and Pub- 


——. Average for 1903, $8,798 (97). Aver- 
age for January, 1903, 45,269. ‘Gain, 9,259, 


‘| (@™ The absolute correctness of the latest 


circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


DELAWARE. 
Wilmington, Morning News. dail = 
lishing Co., pubrs. Av. for 1903, 9,9 988 ( 


DISTRICT OF posanents. 
Washington |v. Star, daily. Ev. Star News- 
paper Co. Averoge Sor 1908, 1903, 14 b58 (#) (©). 


National Tribune, weekly. Average for 1902, 
1c (123). First six mos. 1903, 112,268. 
mith & Thompson, Rep., N. Y. & Chicago. 


FLORIDA. 
Jacksonville, Metropolis, daily. Aver. 190, 
8,898 (sk). Ave. set 6 montl months, 1908, 8,229. 


Pensacola, Journal, nal, mornings, ex. Mon, Av. 
1902, 2,441, Av. 1903, 2, 929 (3); Dec, 1903, 8,190. 


GUAR 
TEED 


Ta Morning Tribune. dail 
boy Average for ‘1902, 5, 608 Fampe tet 
GEORGIA. 


Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 
wy, 84,105 (135). Present Bresent average, 89, 884. 





Atlanta, News. Actual Actual daily average, 1903, 
20.104 (%). Av. December 1903, 28,720. 
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Southern Mag bape 
Atlant® ctual average for 1903, 80.125 ar ay 
tte, Walker Co. Messenger, weekly. N. 
onze Ie, pub. 0. for 1908, 1,640 (). 


IDAHO. 


se, Capital News, d’y and wy. Capital News 
pete: pub. Aver’ 908.d'y BT6l Ce), wy 


sits 5k) (51). 
ILLINOIS. 
Cities Mig = 5 ual average, 
818 (>); jon 


Cali Ate 
ty average / 
A of, Ba Fe 006s "weekly, 1, 128. 


‘Champsien, News. In 1902 no issue less than 
1,100 daily and 8,400 weekly (168). In Novem- 
ber, 1903, no y daily issue less th less than 2,400. 


Chieago, Ad Sense 18, monthly. "the Ad Sense 
‘ ‘eau _ average for 1902, 6,088 (176). 


rican Bee Journu, weekly. 
Po average oe tor 1902, 7,485 (167). 


Ohieago, Bakers’ Helper, monthly. H. R. 
Clissold. Average for 1903, 4,175 (3) (OO). 


Chicago, Breeders’ 7. stock farm,week- 
ly. Sanders Pub. Co. Average for 1902, 60,052 
(167). Actual average for i905 “9 (2) 

wr . Dental Digest, mo. H. Crouse, 
pub. A ual average for 1903, e000 (7). 

Chicago, Grain Dealers Journal, s.mo. Grain 
— — Av. for 1903, 4,854 (+) (@O). 

Ch fend 0. T.G. see 
Act. av. 1902, womo8. Last a moe. 1903, ew 


Png =) Texiggtice Age, monthly, H. a 
derson. Average for a. 14,166 (1 1). oo 
yan ay 1903, 22,100. 


ic Volce-Review,mo. Ave for 1902, 

scot (182). For six months 1903, 26,166. 
hicago. Monumental News. mo. R. J Haight, 
on Av. for year end. July, 1902, B88 CORE 


Chleage, Musical Leader and Concert-Goer, 
wy. Aver. year ending January 4, 18,458 (&). 











National Harness Review, mo. Av. 
for are eet (183). First 8 mos, 1903, 6,250. 


Chicago, National Laund Laundry Journal, semi- 
pony Actual average yor ss 1903, 4,968 copes 
per issue; established 25 years. The rst pa; 

tahed in the — devoted oo 8 int 
(Ness a ished tioice each un Lane se duty n te: 
fine’ 64 t og ly orn _ la a 

‘ains from only laun 
journal in the United nig Surnishing a nr 
anteed circulation. Dowst Bros, Co., publishers. 


Park and Cemetery and Landscape Gardeni 
mo. Av. for year ending = 1902, 2,041 ss). 


hica Record-Herald. ‘or 1908, 
aay 4,218 (3), Sunday Sunday 191,81 817 (x). 


Chie: The Operative Miller, mon‘ Act- 
— for 1902. 5,666 (183). a: 


age, Tribune, daily. Tribune Co. In 1902, 
va Oo (166). 


East St. Louls, Routers Culture.mo. Poultry 
Culture Pab. Co. Average 1902, 6.875 (192). Av- 
erage first six ake 1908, 14,888. 


Evanston, Correct English: How to Use It, m 
Average for year ending Oct., 1902, 9,750 (198). 


Kewan Star-Courier Average for 1902, 
daily 2, 410, weekly 1,522 (208). Average guar- 
anteed circulation ily for August, 1903, 03 8,006. 

Peorta, Star, evenings ana Sunday morning. 
Actual sworn average for 1902, 28,742 (219). 


Roekford. Register Gazette. Dy. av. for 1902 
5,554, s.-wy. 7,052 e (223), 8 Shannon, 150 Nassau. 
Roekford, Spite. daily. Actual avera 

Sor 1903, 6,540 (%). La Coste & Maxwell, N. 











INDIANA. 

gy - Courier, : and 8. Courier Co., 

b. Act t av. 102, 11,218 (244). Sworn av. ’03, 12,- 
B18. Smith & Thompeon, Sp. Rep.,N.¥. & Chicago. 

Evansville, Journal-News. Av. for 1902, ef 
— S’y 11,508 (24). E. Katz, Sp. Agt., N. 

hen, Cooking Club, monthly. Average for 

8" "25,501 (247). A 4 persistent medium, as 
housewives keep every issue for daily reference: 
me. iene lis, News, dy. Hilton U. Brown, 

= norte /904-actual on U- Brown, gen. 
ees ette, Morning Journal, daily. Actual 
average 1966, “w 4.002 GH); Ja gigi 190i, 4,479. 


rg" Lender, dl 1902, 8 Eo iGo). or 70s "m0, 
ctual ave ‘or ‘or 1908, 
5,295 (& ). December, 1908, , 
Munele, Star, d’ aaa: ys % Co. 
ending Feb. 1908, d’y 21,468, S’y 16,585. tno). 
Notre Dame, The Ave Maria, Gehaie weekly 
magazine. Average for 1902, 25,976 aaa 
Prineeton, Clarion-New: nm Pub- 
lishing Co. Average for 1902, for 1902, 1, 20 Gan rap 
Richmond, Evening Item. Item. Sworn d "for 
1908, 8,552 (2%). Same for August, 1908, 7 2. 
South Bend, Tribune. Sworn daily average 
1908, &,718 (3). Sworn av. for Dec., €,159. 
INDIAN hg 
Ardmore, Ardm 
Average for 1903, deel TOSS Oye ang Stace. 
IOWA. 
Arlington, News. All hom ment weekly. W. 
F. Lake, pub. Average for 19 for 1902, 1 a 
Burlington, Gazette, dy. dy. Thos. 8 pub. 
Average for 1903, 5,864 (xk), Jan., ‘08 6,0 
P—y 4 Hawk-Eye, daily. J. L. Waite. 
ver. for 1903, eee (%). June 30, 1903, 7,018. 


grees Dy. av. 1903, 8,055 (3s), 
8.-wy. 1, ord ton . av. Jan, 1904, 8,880. Cir. 
guar. more than do of any Davenport daily. 

Des fietnes, On — te - Lafayette You 
publisher. Sor 1903 81,898 ( 
(293). y~ Wy Sore, 1904, 84,818. 


Des Moines. Cosmopolitan Osteopath, m 
ly. Still College. Average for 1902, 9,666 a). 


Des Moines, News, daily. Aver. 1902, 87.118 
(298), First 9 mos. 1903, aver., sworn, « 41, es net. 


Des Moines, Spirit of the West, wy. 
and live stock. Average for for = 6,005 “= 


Des Moines, Wallace's Fai yt Py 
Actual average January, 1903, 1903, ior 80,60 (294). 


Museatine. Journal, dy. at dy. av. 1902 $.519. Zn3- 
2,711 (315). Dy. av. . ist 6 months 1 1903 4,18 


Ott Courier. Daily av. 1903, 4,812 (%) 
semirccekly’%,886(#). sex atatated 


Sheldon, Sun, d’y and w’ly. H. A. Carson. 
Average for 1902, d’y 486, wip, 2,544 (323). 


Shenandoah, Sentinel, tri-weekly. Sentinel 
Publishing Co. Average tor 1902, 8,681 (323). 


Si City. Journal. av. for 1903 (sworn) 
joux y Dy. av. fi f 4 


19,492 (%), d Co for Dec. eg 
alw readers in its field than of 
all lother dat daily papers combin combined. 


Waterloo, Courier. Daily av. 1903,2,96% (3k). 
Last 6 mos. 190%,8,052. S-w’y, 1,942. 
KANSAS. 
Atehison, Globe. daily. E. W. Howe. (334). 


Offers to prove 5,200 daily circulation for 1903, 
on receipt any advertising bil bill. 


Girard, Apneal to Reason, weekly. J. A. Way- 





land, Average for 1902, 195,809 (343). 








| 
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Hutchinson, Bowe, d’y and w 
1902, no issue less than 1,920 (sass. E. Tate N. te AES 


gka, Western School Journal. educational 


wane ly. Average for 1903, Sor 1903, 8,12 (). 

Wichita, le d’y and w’ and w’y. Av. 1902, d’y 16,- 
781, w'y 6.674 (34)- th, N. Y. & Ohtoago. 
KENTUCKY. 
po eeernett, Breckenridge News an: J. 
D. Babbage. Average for 190 for , 2,248 

Lexington, Leader. Av. J 


Av. Jor 1908, Ayan (%). 
wy. 2,806, Sy. 4, 098 (). E. Ratz, 8. A.,N. ¥. 
ou enteritis. Evening Post, o, Kvening Post 

Co., pubs. Actual average for 1902, 26,895 (374). 


Padueah, Sun. daily. Average, 1903, 2,181(%); 
for December, 1903, 2,258, 


LOUISIARA. 
How ow Orteans. Item, daily. R. M. Denholme, 
rerage for in "1904, 19,895. 
Bilatat jou fournal city New Orle ew Orleans. 


New Orleans, Louisiana Planter and Sager 
Mfr, wy. In 1902 no issue less than 8,000 (387). 


New Orleans, ‘ihe Southern Buck, official 
organ of Elkdom in La. and Miss. Av. 02, 2,866. 


MAINE. | 


Springticld, Republican (435). Aver. 
15,406 (@©), Sunday 18,988 (©0), 198 ty, 


Worcester. Evening Post, daily. Wo: 
Post Co. Average jir: 6 months, 1908, 11, PY tal 


Worcester, L’Opinion Bs ue, Fr 
Act. av. Nov., 1903, 4,990 toe °F 


MICHIGAN. 
Adrian. Teiegram, dy. D. W.Grandon. A 
1902,1,270 (440). ‘Average for 1903, 8.918 (3). mad 


Detroit, Free Press. Average for 1 
41,952, Sunday 51.260 (450). om, day 


Detroit. Times, dail aa Times Co. Ay- 
pow for 1902, 27, 657 (450 * 


rand Raptds, Evenings Press, dy. 
om 1902, 88,216 (456). First 8 mos., 1908, on 
Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for 1902, 8,887 (461). Av- 
erage for first six months 1903, 4,828, 


Jaekaon, Prees and Patriot. Actual daily 
average for 1903, &, 649 (3). Av. Dec. '03, 6,078, 


Kalamazoo, izaning Telegraph, Last siz 
months 1903, dy. 8,886, s.-w. 8, a1. Daily aver. 

cember, 1903, 9. 069. Guarantees largest and 
best circulation in. the city and surrounding 
territory. 














Augusta, Comfort, m G 
Aoveal average for 1902. 1, at4,286 ‘om 


Augusta, Kennebec Journal, d’y and w’y. 


ood d’y, 1902, 4,719, w’y 2, 188 (391). 
ngor, Commercial. Average for 1902, dail 
zeae! weekly 29,012 (392). _ ’ 
Lewiston. Evening Jou Avei 
for 1902, 6,640 (@ ©). weekly 1 34 @o)< 
Totivtes, Maine Woods and Woodman wonky 
J. W. Brackett. Average for 1903, 8,041 (3). 





Portiand. Evening Expres Express. Average for 

daily 11,740(), Sunday Telegram 8,090 (sR): 
MARYLAND. 

Baltimore, News, ants Eveni 
lishing Co. Avera , 41,58 
January, 1904, 47,589. 

MASSACHUSETTS. 

Boston. Eventos Transerigt ) (412) Boston's 

tea table paper. Largest amoun <i day adv, 


nm. Globe, ween 


News Pub- 
(42), For 





Sy. Sad 7,824, 
Advertisements go in aoe — | afternoon 
editions for one price. 


Boston, New England Ms e, nthly. 
America Go. pubs. ‘Average 1902, 21.580 (420). 


Beaton, Pilot, every Saturday. Roman Catho- 


»* Jas. Jeffrey Roche, editor. (©) 
oston, Post, dy. Ave for 1902, 174.178 
i Av. for Dec., 1908, dy. 195,919, Sy. 188,- 
Largest p.m. or a. m. sale in New gland. 


oaton. Traveler. Est, 18%. ian daily av. 

1908 78.852. In 1903, 76.666 (sk). October, 
Ne Boomnber, iis, TBS S. England, 
Largest coon circulation in New Englan 

: Smith & Thompson, N.Y. and Chicago. 


saa Northfield, Record of Christian Work, 
mo, Av.for yr. end’g March, 1908, 20.541 (425). 


Sieveante”, Daily Times. Average for 1902, 
6,247 First seven months (903, 6,629. 


tne Telegram, daily. Pnb- 
ishing Co. Average for 190. %r0 (28), 
moe Boke * E. 


Salem, Little Folk 
Average for ! 








ont ngtie 1d, Good Honsskeeping, mo Avr. 
= 192, 108,666 (496). For year end. 
185,992. All advertisements guaranteed." 








Kal Gazette- pa tain pe Mee ony. 8,671 
(3). a 3,500 more +4 bers than 
any other daily pa: published ii in ci 

3 mo's to Jan. / ORT ie 


naw, Evening News, daily. Average for 
1902, ae ert (473). January, 1904, daily 18,169. 


MINNESOTA. 
Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1903, 78%. 854 (sk) (498). 
Actual average January, 1904, 28,500 0. 


Minneapolis, farmers’ Tribune, twice-a-week. 
W. J. Murphy, pub. Av. for 1902, 74,714 (496). 


Minneapolis, Journal, daily. Journal Print- 


“The Great Daily 
of the Great Northwest.” 
GREAT RECORD woe er ang 

THE MINNEAPOLIS JOURNAL has again demon 
strated right to its title ie of “The Great Daily :f 
the Great Northwest,” having carried in 2% issues 
in January 1,311 columns of PAID advertising, 
while its nearest competitor carried 882 columns, 
or neariy 50 per cent less. 

By eliminating objectionable medical advertir- 
ing, which THe JOURNAL would 
the amount.of its nearest com 
NAL carried as much advertisin; 
as its competitor carried in its 26 daily and five 
big Sunday issues. 

AS TO CIRCULATION. 
wiog, Jn: Py THE JouRNAL’s circulation 
PR he gratifying daily average of 


61,463 Copies, 
which go directly to the homes, con: ently 
the best n advertising medium in t the Northwest. 

The Minneapolis Journal 
ACCEPTS NO CERO ON ARLE MEDICAL AD- 
GneDE rw AND IS INLY CLEAN, HIGH- 

RADE, TWO-CENT PAPER IN MINNEAPOLIS. 
= LEE sta SER, Manager General Advertising, 
bune Building, New York. 
ites Building Chicago. 


iquoapelte, N. W. Agriouitertas,. s.-mo. Feb. 
03, 78,168 (498). 75,000 quar’d. 35¢. . agate line. 

Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 


Minneapolis, Svenska Ane Posten. 
Swan J. Turnblad, pub. /903, 49,057 (). 


~ 
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inneapolia, Tne FE 
P= Actual average —_ 268 etoue s 
inneapolis Tribune. W. J. Murphy, pub. 
= Est. 1 R67. Oldest Minneapolis daily. fy 
age for 1902, daily, 66,872 (196); pends dy? | Pu 
56,850. For 1903, daily guerage, © — 

Sunday, 61,074. Sar 2 po dens 

“ty was 129; Soden, 
dais. ily average for’ January, 1904, 


ow cols neue enemas 
in Rowell’s American N iper 
par torah that publishes its cir- 
GUAR ulation over a considerable 
AN ree down to date in ROLL oF 
say) NOK, or elsewhere. The Trib- 
wae is the reeognized Want 

Ad Medium of Minneapolis. 


Owatonna, Chronicle, semi-w’y. Av. for 
1903, 1,896 (sk). Owatonna’s leading newspaper. 
Present circulation, 2,100. 

St. Paul, Der Wanderer, with Sf0,500( sup., ry 
Farmer im Westen, wy. Av. for /903, 

St. Paul, Dispatch, d Aver. 1902, pone 
(005). Present aver. 58,181. ST. PAUL'S LhaD- 
vA ve NEWSPAPER. 

St. Paul, Globe, daily. Gl 0s, Globe Oo ublishers. 
Actual average for 1 22,825 ). First 9 

mos, 1903, 81,5) 

St. Paul, aon: dy. Aver. 1902, wold om 
First 9 mos. 1903, sworn average 84,08 





MONTANA. 
Anaeonda, Standard. Deily. oreeage for 1902 
11,204 (572). MONTANA'S B. ce peo 
Butte, Inter-Mountain, daily. r-Moun 
Publishing Co. Average for "for 1902, te, to. on 
Helena, Record, ev ming, meow Publishing 
bon, 7.944 (674). 


Co. Ave for 1 oo Jan- 
uary ist to May 3/st, 1903, 10,209. 





KA. 
Lincoln, Daily Star. Actual guerege Sor 1093, 
11,165.,(), January, 1004, 1 1904, 18,225. 
Lincoln, Deutsch-Amerikan Farmer, weekly 
(590). Actual average for 190: 1903, 158,525 (2). 


Lincoln, Freie Presse, weekly (690). Actual 
average for 1903, 159, 19.4000). y 

Lineoln, Nebraska Teache Teacher, monthly. Towne 
& Crabtree, pub. Average fc for 1902, 5,100. 


Lincoln, Western Medical Medical Review, mo. Av. yr. 
endg. May, 1903, 1,800. in 1902, 1,660 (591). 


Omaha, Den Danske Pioneer, wy. us F. 
Neble Pub. Co. Average for 1902, 24,428 (one (594). 


Omaha, News, daily. Aver. for 1902, 82,777 
(504). First 9 mos, 1903, sworn aver. 40,055. 


NEW HAMPSHIRE 
Franklin Falls, Journal-Transcript. ‘weekly. 
ese = 1902, no issue less than 8, 400, 


rey 4 Herb. N. Davison. 











St. Paul, Pioneer-Press. Daily age for 
1902 84,151, Sunday 80,986. 80.986 (506). 

att Foul, t beg Parmer, s mer, agri., sone. Est. 1882. 

Sub. 50c. av. year end. 
Feb, 03, 6neee oN e° t. RS av. 80,000, 

St. Paul, The Jol'y Eik, mo. Av. 1902, 8,891 
(607). Last six months 1903, sworn to, 8,889. 


Winona, Republican and rey daily. Aver- 
age 1902, 8,202 (512); 1903, 4,4 1903, 4,044 (2). 


Westlicher Herold, Av. 7905 1903, 22,519(:); Sonn- 
t iy 28,111 (:k); Volksbl. des Westens, 


MISSISSIPPI. 
Viekaburg, American, daily. In 1902, no issue 
less than 1,850 (522). 7 1903, 1,900 copies. 


MIASOURI. 
Joplin, Globe, dai rece Sor 1903, 
10,510 (3) (641). Z. Katz, apeokah Agen t, N.Y. 


Kanaas City, Journal, d'y and w’y. Ave 
for 1902, daily 56 +876, week weekly 161,109 (oul) 


Kansas oe: Week ip ekly Implement Trade J’rn’l. 
Av. Aug., 02 187 (643). At v. 5 mos. '93, 9,895. 


Kansas City, World. dail daily. Aver, 1902, 62.- 
978 (542). First 9 mos. 1903, aver., sworn, 61,452, 


Mexico, American Farm and Orchard, agric. 
and hortic.,mo. Actual aver: for 1902, 4,888 
(549). Accual aver. May, June, July, 1903, 15,667. 


&t. Joneph. Medical Herald, month'y. mere 
Herald Co, Average for 1902, G45 ( 


it, Joneph, News and Press. Dat og for 
1003, “80,418 Gk) Last 3 mos. 1903, 85,065. 


St. Joseph, 300 8. 7th St,. Western Fruit Grow- 
er,m’ly. Aver. for 1902, 28.287 (557). Rate 150. 
per line. Circulation on 80,000 copies guarant’d, 


a Louls, Medical il Brief. mo, J. J. Lawrence, 
»MD.,ed.and pub. Av. for 1903, $7,950. 


pect Farmer and Stock Grower, mo. Av. /2 
mos. end. Dec.. ’03, 106,625. 1902, 68,588 (568). 


St. Louis, The Woman's M ne. monthly. 
Women and bone. pews i is Proven aver- 
age for per 908.888. tual aroren average 
for first 9 mos, in 1903, 1. ik tee Commencin 
ibe 0 4903, every ‘issue guaranteed to excec 

es—full count. Largest circula- 
an) ication in the world, 








M 
Average f tor 1 7.500 (60). 
i 60 N. Y. Rep., 150 Nassau St. 


NEW J BRSEY. 
Asbury Park, Press. e. J. L. Kinmonth, pu! 
Actual average 1903, 8,92 (sk). In 1902, Bibe. 
Camden, Daily Courier. Est. 1876. Net aver 
age circulation or year end. r end. Oct., 03, 6,885 (4) 
Camden Post-Telegram. Actual daily aver- 
age, 1903, 5,798 (sk), sworn r 
Elizabeth, Evening Times. Sworn aver. 1902, 
oo (616). 6 mos. 1903, 4,288, 
Elmer, Times, week]. 8. P. Foster. Average 
for 1903, 92,111 UR). we 
Hob: Observer, dail Actual average 
1002, 15-09% (619); Sept, 1005, 8 E51. 
Jersey City, Evening Journal, . Av. for 1903 
19,012 (>). Last 3 months em 0.659. 
Newark, Evening News. News Pu 
Co. Av. for 1908, d'y 58.896 oe By hago a 
Newmarket, Advertiser:’ Guide, mo. 
Day, publisher. Average for 1908, 5, oan on) 


wot Bank, Ma et ter, weekly. Est. 1878. John 
Cook. Actual average 1903, 2,961 (3). 


NEW yORs. 


Albany, Journal, evening. Jow 
age for 1903, 16, 6% (3) ;Deo asap 3. 12.088. 


Albany, Times- Cee Bet Fs 
1856. Average for 1902, 25.2 25.2 Se 


Binghamton. Evening ning Herald, vast Evening 
Herald Co. Average for 1903, 11,515 (). 
Buffalo. ss. merminr Enquirer, even- 
ing. . Conn verage for 1902, moru- 
ine 48.818, evening #0. 80.401 (641). 
Buffalo, Evening News. News. Dy. av. me. a986 
(641). Smith & Thompson, Rep., N. Y. Keon 
Catskill, Recorder. weekly. i- 
tor. 71903 av., 8,408 (). Av (sk). Av. ‘ast Smo mo’s, eas. 
Cortland, Democrat, erat, weekly. F. C. Parsons. 
Actual average for 192, 2,228 (647). 
Elmira, Ev'g Star. Av. for 1902, 8.255 (651). 
Guaranteed by tek 4 investigation, 
Leith & Stuart, N. Y. Rep., 150 Nassau St. 
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Ithaca, News, Gait, er A nt Co. 
Average for 1902, 8,11 oe Sor Sept, 1908, 
4,500. Leith & Siuart, % hep, 180 Nassau St’ 


Le Rey, Gazette. “Est. 1826. Av, °09, B.054 (5). 
Larg. wy. circ. Genesee, Orleans & Niagara 


nea ode News, a. Av. for 1902. 4,257 (666). 
Guarant r personal investigation. 
py York —- 

American Kngineer, my. Van Arsdale, 
pub. Av. 1902, 8,816 (681). ae. ra, 8,875 (%). 


American Machinist, w’y, machine construc. 
(Also Luropean ed.) Av. 1 maining 


Amerikanische Schweizer Ze mee, by A 
Pub. Co.,62 Trinity pl. Av. . for 1902, 1 DOO on 


rmy ¢& Navy Journal. Est. 1863. Weekly aver. 
P 1903, 9.026 (x). W.C. & F. P. Church, Pubs, 


Automobile Magazine, monthly. , SS 
Average for 1902, 8, * 1902, 8,75 0 ( 


r’s Review, monthly. _ Ww. R. crneng Co. y 
m .- at, Actual average for 1903, 4,450 ( 
Average for last three months 1903, 4,700. 


Benziger’s Magazine, ‘foo, 8 monthly. Ben- 
siger Bros. Average e for 16 1902, 28,479 (686). 


Caterer, monthly. Geerer ree. Co, (Hotels, 
Clubs, and class verge for year 
ending with ugust, a ass (68 


Cheerful Moments, monthiy. Geo, W. Willis 
Publishing Co. Average for 1902, 208,888 (687), 


hoger. weekly (Theatrical), Frank 
Pub. Co., Ltd. Aver. for 1902, 26,844 (@Os073), 


Dotipentes fashion mo. Butterick Pub. Co., 
Ltd. 1872, 902, 721,909 (688). Act. av. 
circ’ 4 6 WF -, ending Jw June, 1903, 876,987. 


ry Goods, monthly. Max Jagerhuber, > 
licher. Actual average for 1908 486 6 (3) 


El Comercio, mo. Spanish export. J. me 
ard Clark Co. Average for 1902, 5,875 (689). 


Electrical Review, weekiy. Electrical Review 
Pub. Co. Average for 1902, 6,212 (© ©) (674). 


Elite St ~y 1 ; Rnd fashion. Actual 
average Jor 1903, 62. 12 (2k). 


Engineering and Mining Hing Journal, weekly 
Est. 1866, Average 1902, 10,009, (@ ©) (674). 


Forward, daily. Forward Association, Aver- 
age for 1903, 81,709 (667), 


Frank Leslie’s Popular Monthly, Frank Leslie 
a House. Actual av. for 1902, 204,621 
December, 1903, edition, 258,650 sap 
berdasher, mo., est. 1881. Actual average 
1908, "7,166 (%.) Binders’ apidartt and Post 
— distributed monthly to advertisers. 
ardware, semi-monthly. Average for 1902, 
anon (683); average for 1903, 9,581. 
Hardware Dealers’ Magazine, morthly. In 
1993 no issue less than 17,000 (sk). (@©). 


Junior Toilettes, fashion monthly. Max J r- 
huber, pub. Actual L average 1903, 6,540 (%). 

Morning Telegraph, daily. Daily Telegraph 
Co., pubs. of Average to ‘or 1902, 28,228 ( (668), 


Music Trade Review, music trade and art week- 
ne iver. ~~ 1902, 5.458 677). 














w Idea 's Magazine, fashions, m’ly. 
New" Tdea Pubitehing Co. Kstablished 1895. Act- 

v. circulation for six months ending Dec., 
1908, et 79,500. 


New Thought Magazine, moved to yer. York 
City. Average ending January, 1903, 

(183). Average ending December, 1903, WoLvre, 

sworn. The only mobtum Sor New Thought people. 


Pharmaceutical Era, weekly, pharmacy. D.O 
Haynes & Co., pubs., 8 Spruce street. (@@) (679). 





Pocket List of Railroad Officials, q) ly. Railr’ds 
Transp. Av, 02, 17,696 (702); av. '03, 17,992, 


oliee Chronicle, week! Police Chronicle 
Pub. Co. Average for 10, 4,914 (3. aon 


Printers’ —g weekly. Af . A joqrnal for pivertio- 
0. 


os, $5. hoy} oh. Fs oni a _ 
verage for 1903, t si “ae 
1004, antuat average 11.6 800. ™ 
og naiiroed Gazette, railroad and enginee: 
eekly. 83 Fulton street. Est, a re (680) 8p 
"@e Central Station, monthly. Cushing, 


Jr. Av. for year ending May, 1902, idee (687), 


The Designer, fashions, monthly. Standard 
Fashion Co. Established 18%. Actual av. cirow 
Siton ‘or six months ending December, 1903, 


The a Age, weekly, established 1855 

= fi ar wonethan @ ag oy t he fea. 

“ug cation in wd mac 

| obi Se cwardet lice ies 
nters’ Ink awar a sterling sil jh Si 

Bowl to the Iron aoe, inscribed as "fotiow : 

* Awa mber 30, 1904, 


Nove 
Printers? ink, the Little 
“ Schoolmaster in the Art of 
« ne cement to The Iron Age, 

“ that r, after a canv 
May f7) merits extending over 
vtod oF ten months, hav- 
* ing been the one trade paper in the 
be ‘, United 8 ates Of America that, taken all in all 
renders its constituency the best service and beat 
yi oerves its purpose as = medium Sor communica- 

“ tion with a specified class. 


The Ladies’ World, mo., — Average 
net paid circulation, 1903, 480,155 (%). 


The New York Times, daily. Adolph §. Ochs, 
publisher, 1902 A (@ ©) (669). 


The World, Actual aver. ‘or 1903, Morn., 
607 (#), E’v'g, 87,102 (%). S’y, ‘B88, $50 


Toilettes, fashion, “monthly. Max Jagerhuber, 
publisher. Actual average for 1903, 61,800 (%), 


Wilshire’s Magazine. Gaylord Wilshire, ed., 
123 K, 23d St. Act. av. ending Sept., 1902,46,000 
(1088), Actual av. Sirst eight | mos,, 1903, 100,625. 


Rochester. Case and Comment, mo. Law. Av. 
for 1902, 80,000 west Ll a average, 80,186, 

Schenestaty, Cer ily. A. N. Liecty. 
Average for 1 got ones Actual average 
or 1903, 11,628 ( 


Syracuse, meer 3 Tierald, daily, 
pub. Aver, 1903, dy. ‘BB, 107(3%) My. shape (ny 


Utica, National Electrical Contractor, mo. 
Average for 1902, 2,292 (723). 


Utiea, Press. daily. Otto A. Meyer, publisher. 
Average for 1902, 18,618 (723). 


Warsaw. Western New Yorker, weekly. Levi 
A. Cass, publisher. Average for 1902, 8,468 (72). 


Wellaville. Bepores. Only yon eesti in 
Co. dv. 1903, dy. 1.184(%); rz 8 (3k). 


Whitehall, Ghronicte, weekly. ba & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA. 


Charlotte, Observer. North Carolina’s efor 

most newspaper. Act. d’y av. 1903, &,682 (#). 
Sy, 6,791 (os semi-w'y, 8,800 (3). 

Elizabeth City, Tar Heel, yy In 1903 no is- 
sue less than 8,5 6 coptes copies (3). 


1908 Tbe, Biblical Recorde Recorder, weekiy. Average 
Six months 1903, 8,691. 


NORTH DAKOTA. 
Grand Forka, Normanden, week] 4 Norman- 
den Pub. Co. Average for 1903, 5.461 (). 


Wahpeton, Gazette Aver. 1903, 1,664 ( 
Largest circ. in Richland County. pooper my 
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OHIO. : . 
Beacon Journal, Dy av. ang 208 
Akrom Coste & Maxwell, N.Y., Eastern reps. 
hy ws ia, Amerikan Sanomat, sy Aug. Ed- 
va te Average for r 1902, 8.558 (762). Sad 
i] ti, Enquirer. ‘irer. Established 1842. Daily 
@o' sunday (@ @ ) (761), Bi Beckwith, New York 


Cincinnati, Mixer and Server.monthbly. Actual 
average for 1902, 18,088 (764). First twelve 
months 1903, actual aver. 25. 7! orga. 
Hotel and Restaurant Employees’ Int. Alliance 
and Bartenders’ Int. League of America, W4 TCH 
US GROW. 


Cincinnati. Phonographic Magazine. 
Phonog. Institute Co. Av. for 1902, 10.10% (764). 


Cincinnati, Trade e Re view, m’ A ” ee 
Highlands. Av. for * 1902, 2,5: 2, 584 (7 


PA . Cingtenetl, Times-Star, dy ey: ‘Cnetnza Times- 
7. 


2 


ave 2, 148,018 (761) 
Act. aan +P. six onthe 1008, 147,601. 


Cleveland, Current Anecdotes (Preachers' 
Mag.), mo. Av. year ending Dec., 3/,'03,15,7590. 


Soe. Bome weekly. Tribune Pub- 
lishing Co: y. ani 80,247 (%). 


Sp ally. democratic. Press 
Printing Co. Actual av. for 3 ‘or 1902, 24.989 (770). 


ent, ‘Agent, monthly. E. L. Moon, 
publisher. Average for 102, 4,958 (771). 


Dayton, Fore, & s Pub. Co, Ave 
for 1902, 16,520 ( 3). In 190 in 00s, 16,407 (%). 


» . Youn Catholic 
mo. Geo. A. Plante. “aver. for 1008, oo et ikece), |® 


“talioliaias Fairfield Co, Republican. In Aug 
ust, 02, no issue less than 1,680 for 2 years (7: 


Springfield, F Farm and Fireside, amienit 
rite ee —— aremee ¢~ 1902, 
x (800). ual average for first six 
months, 1903, $40,875. 
Springfield, Woman’s Home Companion 
household id monthly, est, 1873. Actual av. for. 1902) 
6 (800). Actual average for first sit 
months, 1908, 885,166, 


Toledo, Medical and Surgical Reporter, mo. 
Actual average 1903, 10,088 (%#). 
Toronto, Tribune, weekly. Frank Stokes, ‘ond 
lisher. In 1902, no issue less than 1,250 (802 
OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual aver. 
1902, 22,178 (813). Year end. June 30, '03, 24,198, 


Guthrie. Oklahoma Sinte Capital rey 
Average for 1902, dy. 18.806. wy. ui Gee (813) 
Year ending July 1, '08, r 19,868; wy. 28,119. 


Snneen. 
Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average iia, 1,898 1,898 (820). 


Portland, Even 
Sworn cir.’03 (8 mos.), 


Columbus, Sales 











ay. (¢ Sun) 
niz.828. Inve, 6,806 (824) 


Portland, Pacific Miner, Miner, semi-mo. ear 
ending Sent., 1902, 8,808; first 8 mos. 2008 i 12. 


PENNSYLVANIA. 
Bellefonte, Centre Democrat, wy. Chas. R. 
Kurtz, Pub. Sworn aver. 1908, 8,804 (2). 
Cheater, Times, ev’g d°y. Av. 1903, 8,187 (3). 
N, Y. office, 220 Bway. FR. Northrup, Mgr. 


coguelloviile, Courier, weekly. Actual av, for 
1902, 8.165 The “ Courier” hasa const issue 
since Nov. ph statemeit ¢ upon applicati 


Erle, Tim Average for fn 11,208 
(%). 2. Rate special Agent, New Yo 








Harrisburg. Telegraph, dy. Actual daily aver. 
1903, 10,886 (%): representatives: R. J. Shannon, 
New York; Chas, A. Allen, Chicago. 


Philadelphia, American Medicine, wy. Av. 
for 1902, 19,827 (865). Av. Me Av. March, 1903, 16,827, 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of the * The Bulletin” for each day in 
the month of January, 1904: 


1... 
2. 
3. 
4... 
5... 
6... 
7. 
8... 
9... 
10. 


ll 








Total for 26 da; copies. 
NET AVERAGE FOR ANUARY, 


159,377 copies per day 


THE BULLETIN’s circulation figures are net; 
damaged, ited free and returned copies 


és been omiti 
L. iimin, Publisber. 

Philadelphia, mo 8, 1904. 

THE BULLETIN goes daily ame. move Philadel- 
phia homes than any — med 
4 “teemennde the 
lelphia 


LETIN by man 
largest local circulation of any Philadel 
newspaper. 


Philadelphia, month} Sipe v. 
Chambers iPkverage tor 10s, for or 1008, 2, 6,745 (871). 


Philadelphia, Farin Jour Journal, month 
mer Atkinson C ota eee publishers. 
for 1903, 544, ters’ Ink awa’ 
the seventh Sugar —_ to Rarm Journal with this 


sd “a coarded June 25th, 1902, by 
“ Printers’ Ink, ‘The Little 

“ Schoolmaster’ in the Art of 
* Advertising, to the Farm 
“ Journal. After acanvassing 
“of merits extending over a 


Pann of half a year, among all 
published in the Gnited brates hae been 
« pronounced, the one that best serves < purpose 
“as an ed an ‘or the wf 
“ral Pee. and as an effective and economt- 
“cal medium for communicating with them, 
“ through its advertising columns.’ 


Philadelphia, Press. Av. cire. 
daily. Net average Sor Dec, 1903, etree erty 
Philadelphia, Public ied ‘ae daily. Adolph 
8. Ochs, publisher. (OO) (i 


Philadelphia, Reformed Church Messe 
w’y. 1306 Arch st. Average for 1903, 8,558 Ok). 


FaBadelphte, ee School Time, tonal iy = Y 
Average for 1902, 101.815 (869). v 
1, 1903, 108,057. Religious Fenn. Asso., Asso” Phila. 


Pittabur, Cecniste Telegraph. Aver., 1902, 
67,842 (87). Sworn statement licati 


Pittabu Gazette, d’y and Sun. Aver. sd f 
1902, 60, 22 (876). Sworn hoorn statem’t on application 


Firebere. Labor World, wy. Av. 1903, 18,- 
088( >). Reaches best pd.class of workmen in U.S. 


. Wil- 
ve 
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Pittsburg, Times, daily. Wm. H. Seif, pres. 
Average for 1903, A athe Average first six 
joa oy 1903, 64, 


ranton. aed every evg. x J. Lynett. Ar. 
son 21,604 (sk). La Coste & Maxwell, N.Y. 
rren, povenings, Vannen, Swedish, mo 
Av. 1908 54 (ead). Circulates Pa.,.N. Y.and 0. 
Washington, Reporter, daily. John L. Stew- 
art, gen. mgr. Average for | for 1902, > (889). 


Weat Chester, Local Ne Ww. G. 
Hodgson. Average for 1902, is,088. 890). 
on Dispatch, dail tch Publishing 
sorese for 1903, Siese ye 


RHODE ISLAND. 
Providence, Daily Journal, 15,975 (@O), (896) 
ad 18,281 (©©). Providence Jo Co., 
pu 


Worteriy, Sun. Geo. H. Utter, pub. Avera 
1903, 4,888 (3). Only daily in saw Rhode Island, 


SOUTH CAROLINA. 
Anderson, People’s Advocate, veskiy. 6 
Browne. Aver. 1902, no issue less than 1,7 
a, Evening ening Post- Actual ae 
werage for 1903, 2,842 Ss). x 
poy State, daily. Sate £25 pape 
Actual average for ‘or 1903, daily, 6. ok); semi- 
weekly, 2,015 (sk) ; Sunday, 4 ton Seas 


SOUTH DAKOTA. 
Sioux Falla, is Leader. Tomlinson & Day, 
publishers. Actual daily average for 1902, 5,819 
(15). Actual daily aver. for 1903, 8,882 (+). 


TENNESSEE. 
Chattanooga, Southern — Grower, mo. 
Actual average 1903, 17,855 (* Rate, 9 cents 
per line. Average for for January, 7 1904, 19,177. 
News. In 1902 no issue 


Gallatin, Semi-week], 
less than 1,850 (923). First 6 mos. 1903, 1,425. 
daily. Average 1903, 


Knexville, Sentinel, 
9,691 (%). Last six months months 1903, 10,168, 


Lewtbure, Tribune, bune, semi-weekly. W. M: 
Carter. Actual average 1903, 1,201 (>). 


Memphia, Commercial Appeal, any. Sunda: 
and weekly. Average 1903, Unity’ ‘2 8,989 Gk) 
Sunday 8 080 (x), ‘3 weekly z set (3), (927). 
Dec,. 1903, dy. 28,9 59, Sy. 41 41 ,470, wy. $1,861. 


Memphis, Morning News. Actual daily aver- 
age for 1903, 17,594 (:). 


Nashville, Banner, we Av. for 7 egg ending 
Feb., 1908, 16,078 (929 . for , 1903, 20,« 
025. Only Nashville d’ » etigibte to Roti’ of Honor. 

Nashville, Christian Advocate, w’y. Bigham 
& Smith. Average for 1902, for 1902, 14,241 (929). 

Nashville, Merchant a and Manufacturer. 
Commercial; monthly. Average * nine months 

ing , 1903, BAAD (3 


Nashville, Progressive oe. and Southw'n 
School Journal, mo. av. for 1902, 8,400 (930). 


TEXAS. 


Dallas, Retail Grocer and Butcher, mo. Julian 
pts publisher. Average for 1902, , 000 (944). 


Denton Co. Record and Chronicle, 
a w. Edwards. Av. for 1902, 2,744 (945). 


El Paso, Herald, daily. Average for 1902. 











8.245 (946). J. P. Smart, Direct resentative, 

150 Nassau St., New York. In the latest issue of 
lations of the two dally papers of Bt uso Teras, 
2 0; 180, Texas, 

are rated. No one donb he accuracy ©, the 

ee coon but it has recently been made ap- 
Times” rating is fraudulent.— 


co inc, July 22, 1903, 


La Porte, Chronicle, weekly. G. 5 Ke le 
publisher. Average for 1902, 1,829 (054 —_ 
Paris, Advocate, dy. W.N. Furey, oa Act- 
~ eee 1903, 1, 827 (2). — - 
an, Democrat. Av., om, dy. 101 

4,250 (%&). Liquor ads excluded. cit 

wy Sb 24 yeare under same useounaat 


UTAH. 
Ogden, Standard. Wm. Glassman. b. Av, 
for 1902, daily 4,028, semi weekly $081 (970). 
VERMONT. 
Bare, Times, daily. F. E. langle aoe. 1902, 
2,854 (974). Last six months 1903, 2,88 
Burlington, News. Jos. Auld. 0d aaa 
aver. 1903, &,046 (s), aver. December 5,88 
VIRGINIA. 
Norfolk, Dispatch, dail Daily average for 
1902, 5,098 (985), Actual av. cual av. for +4 7,482 (sk). 


Richmond, News Leader, Leader, er evening e 
p_| February’, ost. average Ty 1, 1903, “to 
uary 1, 904, 2%,414 (). "The largest cir. 
culation between Washington and Atlanta. 


WASHINGTON. 


okane, Saturday tator, weekly. Frank 
A Average for Fe ag 886 (999). i 


Tacoma. Daily News, dy. A dy. Av. 02, 18,659 (1000), 
Av. 9 mos, 1903, “el 14, Saturday issue, 17,222, 


Tacom er. . Dy. av. av. 1902, 10,986; we 
14,195; wy. my wir! (1001). Av. 7 mos, 190: 
‘By. 12,5003 Sy., 15.5003 wy., 8.500. 


ceeds: 
8.C. Beckwith rep., Tribune Bldg.,N.Y.é& Chicago. 


WEST VIRGINIA. 
Sarherstere, Sentinel, daily. R.G. Hornor, 
pub. Average for 1902, 2,804 (1009). 


Wheeling, News, d’y and Sy. By oe Pub. Co. 


Average for 1902, a’y 8,026, S’y 8,805 (1011). 


WISCONSIN. 
Madison, Amerika, weekly. Amerika Pub- 
lishing Co. Average for 1902, ‘Or 1902, 9,496 (1026). 
Milwaukee, Badger, mon monthly. Badger Pu 
Co. Aver. for year ending Mare 85,888 (103) 
since October, 60,000. ute, 30c. a line. 


Yee Evening Wisconsin, d‘y. Evg.Wis- 
consin Co, Av. for 1903, 21,981 (© ©) (1029). 

Milwaukee. Journal, daily. Journal ry ypo- 
Av. for 1903, 88,504(). Jar Jan., 1904, 84,4 

Oshkosh, Northwestern, daily. esi for 
1903, 6,488 (2). 

Raeine, Journal, dai'y. Journal Printing Co. 
Average for 1908, 8, 702 TOR (). 

Raeine, Wisconsin Agriculturist, weekly. 
Average for 192, 27,515 Co). For 1903, 
88,181 (3). Adv. #2. $2.10 per i inch. 


Waupaca., Post, weekly. Post Publishing Co. 
ivechare for 1902, 2,588 (1044). 


BRITISH COLUMBIA. 
Vancouver, Province, dai ly. wW.G saanel, 
publisher. Average for 1902. %, 987 (1051) 
Victoria, Colonist, ry Colonist P. & P. Co. 
Average for 1902, 8,574 (1051), 


MANITOBA. CAN. 


Winnipeg, Der Nordwesten, German w’y. 4. 
Sor 1903, 9,565 (%), only mec mediu.n in special fie 


Winnipeg, Free gaa weekly. Av- 
HEY ‘or 1903, ‘daily s (3 weekly, 
18,908 (2k) (1054). Dai 35,884 1904, 21,511. 


NOVA SCOTIA, CAN. 





Halifax, Herald and Evening Mail. Av. 1902, 
8,571. Av, 1908, 9,941 (). Dec., 1903, 11,878. 


























PRINTERS’ INK. 31 





eal 


A Roll of Honor_cninw) 





NTARI Montreal, La Presse. 2G 
Toront wi = — and Vehicle Usher. i Sone. ee a Te Ore ‘aay nity” 70,480. 
oO, verage to 
rade, monthly. Average for 1908, 5,875 (3k). a pdreimmenhes.4 ( 








Toronto, Star, daily. Sor 1903, 20,+ aut wa es Charlier >. 

971 (%)- December, 1908, ana rae. der the aa of Le ae help ne OF 

SE dene, Ean Um ctnas| ee DA SUT, Aa a 

treal, He daily. Actual | for’02,dy,5 wy. mos. 
aterage for 1003, 22.518 GK). end. May 3/, 03, dy. av. 55,147, wy. 122,157. 


Publishers barred from entry into the Roll of Honor because 
they had not the requisite qualification—that is, because they 
had not placed on file a detailed, signed and dated statement 
conforming to the rules of the American Newspaper Directory 
—have Now an opportunity to be admitted if they do the four 


things here specified : 


1st.—Set down separately the number of complete and 
perfect copies printed of each issue during the 12 
months preceding date of the statement. 


2nd.—Divide the sum of the several issues by the number 
of separate issues, thus ascertaining the average 
issue. 


3d.—The statement should be dated, 


4th.—The statement should be signed by some person 
whose authority to give the information is either 
evident or stated. 


If statements of the character specified are sent to the editor 
of Printers’ INK, he will edit the copy for the Roll of Honor 
and turn the statement over to the editor of the American 
Newspaper Directory for use in the 1904 edition of the Direct- 


ory, now undergoing the thirty-sixth annual revision. 
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A JOURNAL FOR ADVERTISERS, 


ot. Issued every Wednesday. Subscription 
, five dollars a year, inadvance. Ten centsa 
copy. Six dollars a hundred. 


eens 
ADVERTISING RATES : 


Classified advertisements set in pearl, begin- 
ning with a two-line initial letter, put containing 
no other type la gei pearl, 10 cents a line, 


& page. 
Displayed advertisements 20 cents a line, pearl 
r y lines to the inch (§3); 200 lines to the 

pe, le 
we eperified position (if granted), 25 per cent 
onal, 

For position (full page) on first or last cover, 
double price. 

For second page or first advertisement on a 
right-hand page (full pages) or for the central 
double pages printed across the centre margin, 
50 per cent additional. 

On time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advunce of ny of publication. 
the month, quarter or year may 


Contracts by 
be discontinued at the pleasure of the advertiser, 
and space used paid yo rata. 

Two lines smallest advertisement taken. Six 


we e a line. 
everrens appearing as reading matter is in- 
serted ies od 


ree. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 





Cuares J. ZinGG, 
Business Manager and Managing Editor. 
OFFICES: NO, 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Bill. E.0 


NEW YORK, FEB. 17, to04. 


Mr. TuHeopore L. PEVERELLY, 
who died at his home in Brooklyn 
on Thursday, February 4th, had 
been for forty-three years con- 
tinuously in the service of the New 
York Times. He entered that em- 
ploy February 10, 1861, less than 
ten years after the founding of the 
paper, and in point of service was 
by several years its oldest em- 
ployee, a link between the Times 
of to-day and the Times of Ray- 
mond’s day. Mr. Peverelly’s duties 
in the business departments of the 
paper made him known to a very 
large number of persons who have 
had business with it, and all of 
them would testify to his worth, 
his never-failing courtesy, and his 
loyal devotion to the interests of 
the Times. 














SENTIMENT i> ADVERTIS- 





To some minds sentiment and 
advertising may sustain the same 
relation towards each other as does 
oil and water. Wrong. “AII the 
world loves a lover.” There is a 
strong vein of sentiment in almost 
everybody, whether they know it 
or not. 

In the selection of personal 
adornments and luxuries, senti- 
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ment plays an important part. Men 
are as sentimental as women, They 
think they must have a certain 
brand because—well, because they 
do. Ofttimes they can’t tell the 
difference between old whiskey 
and new and still they insist on 
their brand. 

In the matter of “owning your 
own home” a good healthy senti- 
ment dominates many minds. 

When a man buys a thing for its 

business usefulness, or to sell 
again, he may with good grace af- 
firm “that there is no sentiment in 
business,” but when it comes to 
personal matters sentiment js a 
great big factor. 
_ Instances might be multiplied 
indefinitely to prove this fact, but 
let us assume it to be true. How 
does it affect advertising? 

First, by educating the public 
that certain brands of goods are 
the proper, the accepted, kind, 
This must be done by suggestion 
rather than by direct affirmation. 
That subtle influence must be 
present which produces a mental 
desire and lively appreciation for 
the article advertised. The writer 
who can most vividly picture the 
little personal features of goods, 
their beauty, the good standing 
they will produce for their pos- 
sessor, their exclusiveness, their 
distinction from common wares, 
has learned a lesson that has busi- 
‘yess value. Telling how long an 
article will last, how strong it is 
and how well it is put together is 
all right, but all these are points 
of a material nature. While giving 
attention to this side, don’t over- 
look the personal side—the pride 
side. 

The problem of human nature is 
the greatest one. Many people can 
give accurate descriptions, but 
bold-faced facts seldom produce 
desire. Bear in mind that your 
customer won’t admit that he is 
influenced by sentiment. Let him 
delude himself if he wants to, but 
do proceed upon the theory that 
almost all men and all women are 
‘sentimental and govern your ad- 
vertising speech accordingly. 

Make people understand that 
vour goods carry dignity with 
them—standing. That the shapes 
are the proper kind. That your 
trademark is a badge of honor. 














That to get something really worth 
while, they must discriminate in 
your favor. 

Take as an example table silver- 
ware. Here are two opposite 
presentations of the same subject: 

“Their forks and spoons are 
triple plate on solid steel. You 
can’t bend them and they will wear 
for fifteen years. They are cheap 
and very serviceable.” 

Or this form: 

“Their set of silverware has a 
charm all its own. The shapes are 
graceful, the carving chaste, and 
their use is a pleasing addition to 
a well-ordered dining service. 
They produce an atmosphere of 
true refinement.” 

Which set will the buyer prefer? 
Don’t think for a moment that or- 
dinary, common people are not 
susceptible to this kind of in- 
fluence. True, its appreciation is 
a mark of civilized condition, but 
the person with but two rooms 
has pride. Each step in the social 
strata has its own standard of de- 
sire and almost everybody desires 
to shine as brilliantly as their cir- 
cumstances will permit. 

Mix sentiment with your adver- 
tising. 





AN advertising novelty that will 
be preserved is a pocket atlas, 
bound up with celluloid covers on 
which are lithographed an adver- 
tising story. The book is printed 
by Rand, McNally & Co., Chicago, 
and gives in its 286 pages some 350 
maps of States and foreign coun- 
tries, with population statistics of 
every State, county and town in 
this country and all important for- 
eign cities. This novelty has been 
introduced by the Whitehead & 
Hoag Co., Newark, N. J. An edi- 
tion has been printed for the 
Southern Advertising Sign Co., 
controlling bulletin boards through- 
out the South, with headquarters 
at Richmond, Va. 





Mr. Hearst has secured a build- 
ing on Boston’s Newspaper Row, 
and is putting in foundations for 
presses. It is said that his Boston 


daily, long talked of, will appear 
on the streets of the Hub in April. 
The Hearst daily at St. Louis is 
also assured. 


@.'¢ 
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Tue Postmaster-General urges 
the need for a new way of remit- 
ting small sums through the mails 
in his report to Congress, and it is 
said that he favors the post check 
system as simple and easily under- 
stood. 





THe Storey-Freer Publicity 
Company, Oxford Building, Leeds, 
England, wants to receive subscrip- 
tion rates of trade journals devoted 
to clothing, hardware, draperies, 
furnishing goods for gentlemen, 
groceries, jewelry, opticians, mil- 
liners, furniture, shoes and pro- 
visions. 

A FIRM name is sometimes a 
valuable asset, and may become 
the subject of legal dispute. Case 
and Comment, Rochester, says that 
as between a surviving partner and 
the executor of a deceased one the 
firm name is held to be an asset of 
the partnership, and the executor 
may have it sold for the settlement 
of the partnership affairs. 


EQUITABLE insurance advertising 
in the Evening Journal, of Wil- 
mington, Del., was instrumental in 
securing an application for a policy 
of $250,000 from a Dover business 
house, according to the manage- 
ment of that daily. The policy was 
issued, and the insurance company 
followed it up with aggressive lo- 


cal advertising. 


Printers’ INK has often had oc- 
casion to note the doings of Mr. 
M. Lee Starke, whose efforts in be- 
half of good advertising are com- 
mendable. The follow-up !etters 
which are sent out from his office 
regarding the papers which he rep- 
resents are models of good sense, 





practical information and_ truth- 
fulness. 
In its issue of February 10 


PrInTERS’ INK published a list eon- 
taining the names of over four 
hundred advertising agents in this 
country. A man who claims to 
know says that not fifty agencies 
of the total number named could 
pay their liabilities and stay in 
business. He also predicts a num- 
ber of failures of advertising 


agencies during 1904. As he ex- 
presses it—“hell will be to pay.” 
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Mr. W. H. Bactey, business 
manager of the Raleigh, N. C., 
News and Observer, submits a cir- 
culation statement for 1903, show- 
ing a daily average of 8,201. The 
News and Observer is qualified to 
join the Roll of Honor. 


JANUARY 29 is the anniversary of 
the late President McKinley’s 
birthday, and it has become the 
custom to wear the martyred Pre- 
sident’s favorite flower, the carna- 
tion, in his memory. The Journal, 
Peoria, IIl., called attention to this 
custom on January 28 with a half- 
page portrait of McKinley, set off 
with carnations in red. 


THE law officer for the United 
States Post Office Department ad- 
vises that cards issued by private 
persons bearing on the address side 
the words “United States of Am- 
erica,” are in “likeness or simili- 
tude” of the regular United States 
postal card, and therefore in viola- 
tion of law, and unmailable. How- 
ever, in order to give owners of 
such cards reasonable time to dis- 
pose of those on hand, postmasters 
will accept them for mailing until 
July 1, 1904, upon payment of post- 
age at the proper rate. On and 
after July 1, 1904, such cards will 
be treated as unmailable at any rate 
of postage. 
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For thirty years the Baltimore 
Sun has given its subscribers an 
almanac that has come to be known 
as the “blue book of Maryland,” 
so thoroughly does it give statisti- 
cal information pertaining to that 
State. The issue for 1904 gives 
much space to political events and 
eventualities. 


Tue Russian bear is moving, and 
everybody wants a map of the 
place he is moving to, so Mr, 
Daniels rises to remark that the 
New York Central has for some 
time had an excellent map of Man- 
churia, Korea and Japan in the 
Four-Track Series, and will send 
it for seven cents in stamps. This 
bulletin, No. 28, also contains in- 
formation about China, and during 
the growth of the war excitement 
has been liberally advertised in the 
newspapers by Mr. Daniels’ office. 


THE younger element among the 
brokers on the London Stock Ex- 
change wants to advertise, and 
there is. a movement on foot to 
abolish the ‘change rule against 
publicity. As in this country, it is 
the free-lance stockjobber who has 
the advantages of advertising, 
while the broker who is a member 
of the Stock Exchange is forbidden 
advertising as a means of attract- 
ing to safe securities the capital 


——— continually seeking investment. 
ENGLISH dentists like to adver- When the free lance js dishonest he 
tise by means of “before and after” works great harm, and _ honest 


pictures. Obtaining the photo of a 
pretty woman with good teeth, 
they make a half-tone for the “af- 
ter” illustration, and the “before” 
is secured by photographing the 
same portrait after several teeth 
have been blackened out. This 
makes a striking ad, but is not 
agreeable to the lady. A firm of 
dentists in London used the photo- 
graph of Marie Studholme, an ac- 
tress, in this manner, according to 
the Advertisers’ Review, publishing 
the pictures in a half million book- 
lets. Miss Studholme brought suit, 
and the dentist was ordered to 
destroy the booklets that had not 
been distributed, and to publish an 
abject apology at his own expense 
in such newspapers as she selected. 
The advertisement cost the dentist 
$1,000 in printing and newspaper 
space. 





brokers cannot fight him with his 
own weapons. At present the rule 
against advertising is even more 
strict than the ethics of the doctor 
and lawyer, says a New York 
Herald despatch on the subject. 
Upon that rule the bucket-shop 
thrives, for it is only the small fry 
of ignorant people who become the 
prey, as a rule, of the bucket-shop 
keeper. The man who finds him- 
self possessed of a superfluous £50 
or so, and who is not an experi- 
enced buyer of stocks and unac- 
quainted with legitimate brokers, 
goes to the man who advertises. 
In this way outsiders obtain much 
business which members of the Ex- 
change claim should rightly come 
to them. The old Stock Exchange 
firms, having a large clientage, are 
opposed to the movement in favor 
of advertising. 
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Tue J. T. Snitzler Advertising 
Company, Trude Building, Chi- 
cago, Ill., has been succeeded by 
the Snitzler & Bolte Advertising 
Agency. 

THE Waste Basket is a slender 
new “periodical of protest” issued 
at Creek Locks, N. Y., by Anne 
Partlan. It contains such of Miss 
Partlan’s occasional remarks upon 
life, literature, love, the seasons 
and the social system, in prose and 
verse, as have been rejected by edi- 
tors. Her manner of writing is not 
half bad, and if she would write of 
something that she knows in par- 
ticular, instead of everything in 
general, perhaps the Waste Basket 
would become unnecessary. 











A packer of distinctive adver- 
tising literature from Morris & 
Wales, Philadelphia, includes a 
business periodical called Wolf- 
prints, advertising the flour milling 
machinery of the Wolf Company, 
Chambersburg, Pa.; a smaller or- 
gan called Snaps to advertise the 
J. S. Ivins’ Son Steam Bakery, 
Philadelphia; a brochure, “Indus- 
trial Plants,” for Ballinger & Per- 
rot, architects, Philadelphia, and a 
folder for J. E. Caldwell & Co, 
jewelers, Philadelphia. In addition 
there are two odd booklets for the 
firm. The ideas shown in all this 
literature are bright, and the mat- 
ter is clever without sacrificing ad- 
vertising value. 


WitttAm PATTEN, proprietor of 
the Archer Press, 156 Broadway, 
New York, sends out proofs of a 
half-tone of a locomotive which 
was engraved and printed by him- 
self, and which is unique in the 
fidelity with which small details of 
the whole machine have been 
brought out. Though a fifty-one 
ton compound freight hauler, 
shown in a cut measuring only 
seven by two inches, the smallest 
bolt and nut are easily discernible 
for technical purposes. The pic- 
ture has also a “picture value,” and 
quite lacks the wooden effect af an 
illustration made for detail alone. 
The Archer Press prepares ‘cuts 
and copy for the original little 
clothing ads of Smith, Gray & Co., 
evident in New York dailies the 
past few months, 
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Mr. HEarsT has decided to start a 
paper in Boston. The first issue will 
appear probably on Monday, March 
21. It will be an evening paper with 
a Sunday issue, The average circula- 
tion for the first year is estimated to 
be from 175,000 to 200,000 every 
evening and from 200,000 to 250,000 
copies every Sunday, so Mr, Freeman 
says. The same style of make-up as 
prevails in the other Hearst papers 
will prevail in the Boston paper. 





ILL-ADvISED display kills more 
real estate advertising than any 
other one thing, though a real 
estate story is extensive, usually, 
and should be told in a single face 
of type. An excellent example of 
how such advertising should be 
presented is afforded by “Where 
to Own a Home,” a chaste booklet 
descriptive of Lincoln Park, a resi- 
dential subdivision being exploited 
by the Edgewood Land and Im- 
provement Co., Knoxville, Tenn. 
Its twelve pages are set in just two 
faces of type. They deal with lo- 
cation, transportation, health con- 
ditions, lights, opportunities for 
employment and all the considera- 
tions that weigh with people buy- 
ing a home. The arguments are 
made forceful, not by big type, but 
by clever arrangement of the story 
and attention to the humanly in- 
teresting side of the proposition. 


TWENTy pages of the /nterior, 
Chicago, for January 28, were 
taken by Marshall, Field & Com- 
pany for a reading announcement. 
These pages occupied the center of 
the paper. No merchandise was 
offered, nor prices quoted, the 
space being filled with an article 
descriptive of the store and its 
methods, profusely illustrated with 
views of departments, art objects, 
window displays and employees’ 
rest rooms. The Interior is a 
Presbyterian weekly. W. J. Mc- 
Indoe, who takes care of its East- 
ern advertising interests, says that 
this large ad is equal in area to 
forty-five ordinary magazine pages, 
and that it is the outgrowth of a 
ten-page reading announcement 
published in the Jnterior a year 
ago. Such advertisements are part 
of the broad merchandising policy 
of Marshall, Field & Company. 
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A MAN who knows from his own 
experience of what he is talking 
says that in Boston town the Globe 
is the best medium for department 
store advertising. The second place 
he assigns to the Transcript, 

Last fall George A. Woodward, 
advertising manager of the Dold 
Packing Co., Buffalo, wrote a let- 
ter to the Little Schoolmaster con- 
demning the advertising schools. 
It was published. Subsequently 
the management of the Chicago 
College of Advertising, which is a 
branch of the Mahin agency, wrote 
to Mr. Woodward, submitting 
specimen lessons, and he spoke 
favorably of them. His original 
letter, with the correspondence that 
followed, have been made up into 
an effective booklet by the ad 
school. 





Unper the general heading “The 
New Advertising” the Pittsburg 
Times runs an interesting depart- 
ment. Two retail advertisements 
from its columns, advertising the 
same thing, are reproduced, with 
the statement that one of them sold 
goods to such-and-such an amount. 
Readers are asked to name the ad 
that did the work. Two recent 
specimens dealt with hot-water 
bottles. A store whose average 
call for these conveniences was two 
a week sold 284 in a single day by 
enumerating their good points. The 
space cost $3.60 and brought a 
profit of $28.40. The winning ad 
was as follows: 

Somt things a Hot Water Bottle will 
do: A good Rubber Hot Water Bottle, 
once regarded as a hospital appliance, is 
now esteemed a household necessity— 
especially where there are children or 
aged persons in the family. Hot Water 
Bottles will 


RELIEVE NEURALGIA, 
LESSEN RHEUMATIC PAINS, 
REDUCE INFLAMMATION, 
HELP STOMACH TROUBLES, 
CURE CRAMPS 

STOP EARACHES, 
DISSIPATE CHI 


Save lots of suffering—save lots of 
expense. A good, stout, new Hot Water 
Bottle (2-qt. size) made of good white 
corrugated rubber, with reinforced edges, 


nickel-plated screw top and drainage tab 
with nickeled ring for soc. 
if you want them. 


r sizes 
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Mr. C. M. Batr has resigned his 
position as advertising manager of 
the Indianapolis Star League, and 
his position has been accepted by 
Mr. E. D. Carter, who has long 
been connected with the advertising 
department of the papers and who 
recently has been manager of their 
promotion department. 


Even the souvenir picture book 
can be made an effective municipal 
advertisement if the pictures are 
depended upon to tell the story of 
the town. It is difficult for the 
average compiler of such literature 
to believe that they will “carry” 
without some of his own word pic- 
tures. Word pictures have been 
omitted from a pleasing book of 
pictures of Knoxville, Tenn., pub- 
lished by Russell Harrison, of that 
city, and a single page of municipal 
statistics are ample introduction to 
the hundred or more beautiful 
half-tones. Printing by the Gaut- 
Ogden Company. 


THAT grandest of advertisements 
and most sacred of American in- 
stitutions, the circus parade, is 
threatened with extinction. Any- 
body at all, familiar with circus 
management knows that the posters 
bring people to town to see the 
parade, and that the latter, if 
gorgeous and melodious in. proper 
degree, instills into them the desire 
to stay for the performance. But 
now the suggestion is made—and 
it is said to come from what cor- 
responds to the “trust” in circus 
affairs—that if all circus proprie- 
tors abandon the parade the pop- 
ulace will come to the show in 
numbers just as great, or if they 
don’t it doesn’t matter, for the re- 
duced expenses will give a larger 
profit on reduced receipts. Much 
of the rolling stock and horseflesh 
carried by a circus is used for the 
parade alone, and represents an im- 
mense investment. The Billboard 
has been printing opinions on the 
subject. Circus men seem to agree 
that the parade can be abolished 
profitably, and cite the fact that 
theatrical companies draw audien- 
ces without it. Whether they can 
get together and abolish the parade 
itself remains to be seen. But the 
hand of the vandal has been raised 
to this glorious institution. 


























THERE are many concerns which 
make half-tones. There are only a 
few which can turn out the highest 
grade of work. These few ought 
to advertise the standard of their 
products in Printers’ Ink. In the 
classified columns a line costs ten 
cents per issue, a quarter page one 
time for five dollars. 


Tue Minneapolis Journal has 
issued a 12-page pamphlet show- 
ing the commercial gains for 
Minneapolis and the Northwest for 
1903 over 1902. It is full of in- 
teresting facts and figures and tells 
a readable story of “Cold winds 
still blowing good times toward 
Minneapolis.” The pamphlet is il- 
lustrated and is being mailed to 
general advertisers all over the 
United States. It is a convincing 
bit of up-to-date newspaper litera- 
ture. 


ADVERTISING novelties of all sorts 
are a recognized auxiliary to pub- 
licity. Beautiful as well as useful 
novelties are turned out by many 
manufacturers. PRINTERS INK 
will devote in the near future spe- 
cial articles to this branch of ad- 
vertising. Novelty dealers can ad- 
vertise in the classified columns of 
Printers’ INK at ten cents per line 
per week, a quarter page costs five 
dollars, and if the copy is frequent- 
ly changed and tells a story it will 
be seen and read by the people who 
are interested in such matters. 
Study your goods—then write the 
ad and send it in. 


THE celebrated comic weekly, 
Fliegende Blaetter, of Munich, has 
been moved to Berlin by the news- 
paper publisher, August Scherl, 
who is very wealthy, and who is 
said “to have acquired within a few 
years seven of the most popular 
periodicals in Germany.” These 
periodicals are all issued from 
Berlin. It seems, according to the 
Nation, that this is a recent move 
in a long continued newspaper war 
between Scherl and Rudolf Mosse, 
who is also very wealthy. Scherl 
‘is aiming particularly at under- 
mining the advertising business of 
the Mosse house and has already 
compelled the latter to discontinue 
its once famous ‘Berliner Address- 
buch’ by outrivalling jt.” 
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Smith & Tuompson, Potter 
Building, New York City, are the 
Eastern representatives of the In- 
dianapolis Journal, formerly rep- 
resented by the L. H. Crall Com- 
pany. 


THE constantly growing and 
maintained circulation of the Phila- 
delphia Bulletin has brought that 
great afternoon daily to not only 
the conservative attention of gen- 
eral and local advertisers, but to 
that of such newspapers as are 
frank and honest in acknowledging 
a fellow publisher’s success. Pub- 
lisher McLean has put his Bulletin 
in the class of such great and suc- 
cessful afternoon newspapers as 
Victor F. Lawson’s Chicago Daily 
News and Joseph Pulitzer’s New 
York Evening World. Facing the 
facts is sometimes unpleasant, but 
the Philadelphia Bulletin, the Chi- 
cago News, and the Evening 
World of New York, are Ameri- 
ca’s three greatest evening dailies. 
In_ reaching this conclusion, there 
must be taken into consideration 
the real factors which make a 
newspaper eligible to such selec- 
tion. The prime factors are: First, 
quality; second, circulation; third, 
adaptability to the wants of local 
and general advertisers; fourth, 
proven ability to produce “value 
received” for every penny spent by 
the advertiser; fifth, sustained re- 
putation for conservative enter- 
prise; sixth, a standing for cleanli- 
ness which admits of the paper 
being acceptable to the homes of 
all classes of reputable citizens, and 
seventh, a willingness and desire 
to make advertising profitable to all 
advertisers, whether they make use 
of large or small expenditures. A 
newspaper may have an enormous 
circulation, towering high above its 
contemporaries, but that circulation 
does not make the paper eligible to 
classification as a positively great 
newspaper. The requisites enumer- 
ated above have become recognized 
as the standards by which news- 
papers are judged in these days of 
shrewd advertising, and there is 
no way of fighting around the ac- 
tual conditions imposed by the suc- 
cessful advertiser of this, the year 
1904.—Newspaperdom, New York, 
January 21, 1904. 
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THE editorial and business offices 
of the Era Magazine, formerly in 
Philadelphia, have been moved to 
120 Liberty street, New York. This 
monthly is published by Henry T. 
Coates & Co. 





Tue net daily average circula- 
tion of the Philadelphia Evening 
Bulletin for January, 1904, was 
159,377 copies, against the net daily 
average of 150,320 copies over the 
month preceding. Such splendid 
gains are well worth while to be 
announced in the Roll of Honor. 





MEASUREMENTs of the advertis- 
ing carried during 1903 by all Chi- 
cago papers have been made by the 
Daily News, that city, with the fol- 
lowing results in columns: 


Display. Classified. Total. 

PE ieee deces 14,702 10,781 25,483 
Inter-Ocean .... 7,344 6,191 13,53 
Record-Herald .. 12,906 5,305 18,211 
Chronicle ...... 5,934 2,124 8,058 
WOE evscccccece 4,628 600 5,229 
FOUN baiccesce 5,056 1,384 6,441 
NN 14,013 10,693 24,707 
American ...... 14,129 2,001 16,130 
Examiner ...... 6,360 2,113 8,474 











“Can you inform me of the title 
of a thoroughly up-to-date work 
on grammar, rhetoric and compo- 
sition, as used in adwriting and 
general business?” asks a reader 
of Printers’ INK. This is a fre- 
quent query. The answer “de- 
pends.” Perhaps the best short 
technical work on the elements of 
English grammar is “How to 
Parse,” by Rev. Edwin A. Abbott, 
head master of the City of London 
School. It is published by Roberts 
Brothers, Boston, and can be had 
at any good book store for seventy- 
five cents or a dollar. Another use- 
ful book by the same author is 
“How to Write Clearly,” published 
by Little, Brown & Co., Boston. 
It gives rules and exercises in com- 
position. It has been aptly said 
that the English language has no 
grammar, however, and the quick- 
est progress is often made and the 
best English written by those who 
read the English classics, acquirin 
thereby an instinctive sense o 
what is correct and forceful. The 


formal rules of grammar cannot 
teach composition, but merely serve 
to gauge and correct what has been 
written. 
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TuE Boston Traveler conducts a 
“Wide-Awake Club” in connection 
with its children’s page in the Sat- 
urday edition, and more than 6,000 
child readers wear the button, 
which is modeled on the paper’s 
clock. By way of impressing upon 
advertisers the value of this 
feature, cards of honorary mem- 
bership have been mailed to them, 
signed by the president. 


New York trust companies seem 
to find the magazines a good field 
in which to solicit trust accounts, 
as the Pittsburg banks found them 
productive of savings deposits, 
The Equitable Trust Company, in 
Nassau street, was the pioneer, and 
now several of the more sedate 
monthlies have quarter-page ads 
for the Knickerbocker Trust Com- 
pany, 66 Broadway. 








THERE are thousands of printers 
in this country, good, indifferent, 
and a lot of bad ones. There isn’t 
one really good printer in every 
five hundred. Intelligent adver- 
tisers are willing to pay for good 
printing, no matter where it comes 
from. PrinTERs’ INK solicits clas- 
sified advertisements from the best 
printers, from the artists in the 
craft. Ten cents a line per issue, a 
quarter page one time costs five 
dollars. If you can tell a con- 
vincing story about good printing 
at fair prices, it will pay to tell it 
in the Little Schoolmaster’s clas- 
sified pages. 


Tue American Newspaper Direc- 
tory, a publication now in its thir- 
ty-sixth year, and the generally 
acknowledged authority on news- 
paper and trade paper circulations, 
accords to the American Machinist 
what is known as the “double bull’s 
eye,” or gold mark. Our average 
weekly circulation for the previaus 
year is stated in each issue of the 
American Newspaper Directory, 
and for those who might think this 
a matter of dicker or cash con- 
sideration, we want to say that we 
do not advertise in the book or 
contribute to the support of its pub- 
lishers in any way except to buy a 
copy of it every year or two.— 
Booklet from American Machinist, 
New York, 




















A BOOKLET dealing with the dis- 
tribution of an average edition of 
the Republican, Waterbury, Conn., 
shows number of copies sent to 
suburban towns and gives lists of 
city routes, newsstands, rural de- 
livery carriers and _ out-of-town 
agents, together with information 
about Waterbury. 





GrBsoNn’s Directory of the cloth- 
ing and haberdashery manufactur- 
ers of New York City is out for 
1904. The new edition contains 150 
pages, and is valuable to anybody 
who wishes to circularize these 
trades. It is published as a supple- 
ment to the Haberdasher, by the 
Joseph W. Gibson Co., 19 Union 
Square, New York. 





Mr. O. F. OvmstTeEp, advertising 
manager of the Natural Food Com- 
pany, of Niagara Falls, N. Y., ad- 
dressed the members of the St. 
Louis Admen’s League, at the regu- 
lar business meeting held Thursday 
evening, February 4th, in the Bur- 
lington Building. He talked on the 
effort now being made to form a 
National Federation of Advertisers 
to be organized at the World’s Fair 
on August oth, which has already 
been officially announced as “Ad- 
men’s day.” 


GETTING INQUIRIES. 


JEweETT, 
Illustrating, Designing, Engraving, 
Printing. 
309 Broadway. 
New York, Feb. 5, 1904. 
Editor of Printers’ INK: 

It may interest you to know that the 
notice you were kind enough to publish 
regarding our Half-tone Screen booklet 
brought us almost one hundred inquiries. 

They are still coming. 

Very truly yours, JeweETT. 

The above notice was inserted 
free as a matter of interest to ad- 
vertisers. An advertisement in the 
classified columns of PRINTERS 
Ink, with copy frequently changed, 
would certainly prove productive 
of business to illustrators, engrav- 
ers and printers if they have any- 
thing of special merit to offer to 
advertisers. Advertisers ought to 
be reminded as well as informed. 
Classified advertisements in Print- 
ERs’ INK cost only ten cents a line 
per week. Six words make a line. 
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IF an advertiser wants to insert 
an announcement in the Chicago 
Saturday Blade he is also obliged 
to insert it in the Chicago Ledger, 
the two papers commonly known 
as Boyce’s Weeklies. He can’t use 
one without the other. Every 
buyer of one copy also obtains the 
other—consequently the purchaser 
of either publication gets two 
copies of every advertisement. 


THERE seems to be no dearth of 
good addressing machines and sys- 
tems. A booklet from the Pollard- 
Alling Mfg. Co., 312 East Twenty- 
third street, New York, describes 
a foot-power machine that ad- 
dresses all sorts of wrappers and 
envelopes from a linked belt of 
names which are stamped in metal 
on small plates. The belts hold 
1,500 names, and are easily taken 
apart for alterations. The capacity 
of the machine is said to be from 
15,000 to 20,000 addresses a day, 
at an average cost of seven cents a 
thousand. The machine is used by 
the Century, Success, McClure’s, 
Brooklyn Life, Brentano’s Book- 
man, Pearson's, Medical News, 
Street & Smith and others. 


“WHEN will it stop?” came very 
near being as momentous a ques- 
tion in Minneapolis as the exact 
age of Miss Ann. It came about 
by the Minneapolis Journal putting 
two handsome watches—a_ boy’s 
and a girl’s—in the windows of a 
local jeweler and offering them to 
the best boy and girl guessers as 
to when the watches would stop. 
There was no payment or condition 
of any kind attached to the matter 
except only one guess was allowed 
from each person. “The watch will 
be wound on Friday (no time 
stated), now when will it stop?” 
Of course it was a jump in the 
dark, but one gitl guessed the stop- 
ping of the girl’s watch within one 
minute and the best boy guesser 
came within twenty-five minutes of 
the stopping of the boy’s watch. 
Answers came in literally by the 
bushel. The second week the 
Journal offered a handsome ladies’ 
watch to the best guesser, telling 
the exact time of winding the 
watch. Over 5,000 ladies estimated, 
three guessing right to the second, 
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Miss Y. ScHMID, 150 Nassau 
street, New York, is manager of 
the Eastern advertising office of 
the Red Book Corporation, Chi- 
cago. 


THERE is no more interesting ad- 
vertising feature in a newspaper 
than the classified advertisements. 
Whoever acquires the habit of 
reading these long columns of solid 
type rarely gives it up entirely. 
Papers which carry the bulk of 
want liners are close to the heart 
of the people. Printers’ INK lists 
under a separate heading the want 
ad mediums of the country and the 
charge is ten cents per line per 
week. Is your paper entitled to be 
listed ? 


ADOLPH SCHWARZMANN, one of 
the founders and owners of Puck, 
died at his home in Brooklyn Feb. 
4, aged sixty-five. Born in Ger- 
many, he came to this country, 
learned the printing trade and was 
employed by Frank Leslie, rising 
to be associate editor of Leslie’s 
Weekly. Joseph Keppler was also 
employed on this publication, and 
had some time before conducted a 
comic paper called Puck in St. 
Louis. It was a failure in the West, 
but in 1876 the pair founded the 
present Puck. At first the paper 
was printed in German. Later an 
English edition was started, and 
this became so much more profit- 
able that the German issue was 
abandoned. Mr. Keppler took 
charge of the art department, draw- 
ing the cartoons, and Mr. Schwarz- 
mann furnished the capital, $10,000. 
At the time of his death he was 
president and treasurer of the Puck 
Publishing Company. Mr. Keppler 
died several years ago. Joseph 
Keppler, Jr., with Adolph Schwarz- 
mann, Jr., will continue the paper. 


FLAG ADVERTISEMENT LAW 
UNCONSTITUTIONAL. 


The Appellate Division decided 
yesterday that Section 640 of the 
Penal Code, as amended by the 
laws of 1903, is unconstitutional in 
so far as it prohibits the use or 
representation of the United States 
flag for the purposes of trade ad- 
vertisement. 

The court holds that the section 
violates not only the State, but also 











PRINTERS’ INK, 


the Federal Constitution, and is an 
unwarranted interference with per- 
sonal liberty and an attempt at 
class legislation. There can be 
nothing, says the court, in the use 
or representation of the Stars and 
Stripes to belittle or degrade the 
United States ensign. On the con- 
trary, its depiction and the colors 
that usually accompany such dec- 
oration must inspire a feeling of 
patriotism. 

John H. McPike, the manager 
of the cigar department of a gen- 
eral store, was arrested some 
months ago for offering for sale 
several brands of cigars upon the 
boxes of which the Stars and 
Stripes were displayed. 

The Appellate Division upholds 
his release on a writ of habeas 
corpus, saying that it is nowhere 
apparent that the defendant’s cigar 
box labels tended to degrade or be- 
little the flag. The trademark and 
label adopted by the cigarmakers 
had been used long before the pas- 
sage of the amendment to the Code, 
and had always been considered 
legitimate. The right to a trade- 
mark, says the court, is a well de- 
fined property right. 

While it is plain that the provi- 
sion of the Code regarding the de- 
filement, mutilation or degradation 
of the flag comes well within the 
authority and police power of the 
Legislature, the same cannot be said 
of the provisions regarding adver- 
tisements. If the flag is publicly 
degraded, says the court, there is 
liable to be popular anger and pos- 
sibly riot. Theretore, the Legisla- 
ture in its police power has the 
right to make such defilement a 
crime. 

But, continues the court, the ad- 
vertisement provisions are unwar- 
ranted and unconstitutional. In the 
first place, they are an unjustifiable 
interference with the liberty of 
citizens, and, secondly, they exer- 
cise an unjust discrimination and 
interfere with commerce. 

The law also, says the court, 
clearly makes a class discrimination 
which is unconstitutional, since 
book publishers, jewelers, sta- 
tioners and newspapers proprietors 
are expressly exempted from its 
penal provisions—New York Sun, 
February 6, 1904. 




















Tue fire which destroyed the 
greater part of the city of Balti- 
more scarcely had made a good 
start before the president of The 
Baltimore News Co., Charles H. 
Grasty, left for New York. He 
immediately purchased the entire 
plant of the Philadelphia Times 
and made arrangements in New 
York for extra linotype machines 
and presses to equip the new plant 
of the Baltimore News. Mr. 
Grasty has certainly demonstrated 
commendable enterprise in the 
rapid manner with which he se- 
cured a plant to take the place of 
the one destroyed. While all the 
property of the News was burned 
to the ground, not a single issue was 
missed. The News has always 
been the greatest paper in Balti- 
more, PRINTERS’ INK giving it 
credit for the largest circulation 
south of Philadelphia, and, judging 
by the enterprise exhibited by the 
management in this crisis, it will 
be still greater, rising as it does, 
Phoenix-like, from the ashes. 


A REPLY. 
Kincstey, Iowa, Feb. 3, 1904. 
Editor of Printers’ INK: 

Would you advise a young man with 
an average education to enter into the 
advertising profession? 

Are the possibilities and chances as 
great or more so in any other, comparin 
salaries, chances for advancement, etc. 

How much of a demand is there for 

d adwriters and managers, or is the 
eld overcrowded? E 

What do you think the future will be 
of this and how does it rank with other 
professions? 

What school would you advise me to 
enroll with? 

Any knowledge you could give me on 
this subject I would appreciate most 
highly, and would like your candid 
opinion about this profession. ‘ 

I have been thinking of taking this up 
as a profession and want to be sure it is 
the right thing for me to enter. Await- 
ing your reply, I remain, yours truly, 


D. W. ScHnetper. 

To any young man or woman 
who contemplates the study of ad- 
vertising, the following facts are 
presented : 

Printers’ INK has always been 
a practical journal of nt. 
It was the pioneer in this field. It 
is still the best. Its circulation has, 
until now, been confined chiefly to 
men actually engaged in advertis- 
ing, no special effort being made to 
put it inio the hands of young men 
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and women in other fields desirous 
of studying the subject. Modern 
advertising has grown to a point 
where it is necessary for PRINTERS’ 
INK to widen its scope. Wrong 
impressions have been created as 
to the fabulous salaries paid adver- 
tising men. The profession has 
been exploited as an easy road to 
wealth—which it is not. Advertis- 
ing as a calling is as well paid as 
any other field of business endeavor 
and offers as good opportunities for 
advancement. Printers’ INK holds 
out no false ideas and vigorously 
opposes the “get-rich-quick” senti- 
ment. To the young man or wo- 
man who will read PRINTERS’ INK 
for a year, week by week, intelli- 
gently and studiously, it will give 
a clear, practical insight into ad- 
vertising as it is actually applied 
to the whole field of business. It 
will tell how bright men plan and 
manage publicity. It gives tangible 
experience, aiming to set forth 
what has been accomplished rather 
than what has been said. Print- 
ERS’ INK teaches by example, not 
only advertising but business prin- 
ciples and practice which are really 
the foundation of advertising. Dur- 
ing fifteen years the Little School- 
master in the Art of Advertising 
has been the means of increasing 
the earning power of hundreds of 
business men. The paper has 
grown with advertising and creates 
methods which its intelligent read- 
ers turn to account in many ways. 
As a consequence it is to-day at 
the head of the advertising world 
in this and also in foreign coun- 
tries, where its sale is increasing. 
Its best reference is any advertis- 
ing man. To the student who is 
willing to devote faithful work to 
the subject of advertising it will 
indicate clearly the lines to be 
pursued and show the unwisdom of 
spending money on the many ready 
roads and easy courses that are 
being exploited at present. The 
subscription price of PRINTERS’ 
InK is only $5 a year. Bear in 


mind the low cost of PriNnrTers’ 
InK, less than 1o cents a week, 
and also bear in mind that you can 
study advertising through Print- 
ERS’ INK without the slightest in- 
terference with your present oc- 
cupation. 
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SoMETIMES the people you want 
to reach are a very definite class. 
You can find out where they live, 
what they do, how much they are 
worth, what they buy—all about 
them. That’s the kind of proposi- 
tion that calls for literature, novel- 
ties, personal letters, personal so- 
licitation. Other times you don’t 
know in the least where your pros- 
pective patrons are, or who they 
are, or anything about them. ‘This 
is a general advertising proposi- 
tion. Nothing on earth will find 
your purchasers and single them 
out from the rest of humanity so 
quickly as the newspaper or ma- 
gazine. 





Rev. Jupson TirsworTH, pastor. 


of the Plymouth Congregational 
Church, Milwaukee, has just con- 
tracted with the Sentinel of that 
city for a one-inch display ad to 
run every Sunday morning for a 
year. The clergyman has some 
pronounced views on advertising. 
He says: “I have made this con- 
tract simply because I believe it 
will be a paying investment for the 
church. I paid the price which 
the advertising manager asked 
without any request for a special 
reduction, because I believe that 
the church ought to pay the same 
price for the same space that 
would be asked of any other busi- 
ness concern. It was a matter of 
principle. I believe they ought to 
pay for their announcements of 
their Sunday services, which are 
now published gratuitously by the 
city press. I see no reason why 
the. newspapers should give this 
valuable advertising space to the 
clLurches. I offered to pay for my 
announcements long ago, but I was 
told that the other churches did 
not pay and I was not expected to. 
I stand ready to pay for these an- 
nouncements whenever the news- 
papers desire it. As churches we 
ought not to hide our light under 
a bushel. We are meant to use 
every means which is placed at 
our hands, and I consider news- 
paper advertising one of the 
mighty powers of which we ought 
to take advantage. As a rule the 
Sunday morning services do not 
need to be advertised, but the 
evening services do.” 


THOUGH a bit bookish, the New 
York Independent is an excellent 
weekly commentary on current af- 
fairs, and usually accurate. The 
issue of February 4, however, has 
an article on “Modern Advertising 
Methods” that is askew in its de- 
ductions. This paper bears the 
name of Hrolf Wisby, “recently 
member of the staff of the Phila- 
delphia Commercial Museum,” and 
contains, beside misstatements and 
ill-digested statistics, a charge that 
advertising makes for waste and 
even dishonesty in business. Mr, 
Wisby says: 

A conservative and _ well-qualified 
estimate places the total annual outlay 
for advertising in the United States alone 
at $500,000,000, and of this enormous 
sum no less than 75 per cent is in pay- 
ment for space in newspapers, magazines 
and trade journals. In other words, we 
spend as much on advertising as Russia, 
Germany, France, Austria-Hungary and 
Spain spend on their armies every year. 
Huge as the expenditure is, it is not in 
undue proportion to the value of busi- 
ness done, being little less than 5 per 
cent of the total annual sales of the 
United States. Assuming that two bil- 
lion dollars are spent annually for ad- 
vertising in all countries, it will be seen 
that our share as the leading nation in 
publicity methods is one-fourth of the 
total amount spent. 

This “estimate” of $500,000,000 as 
the sum spent yearly in this coun- 
try for advertising has often been 
quoted since the last census, where 
it represents the entire expenditure 
for printing and publishing as well 
as advertising. Half a billion dol- 
lars is quite a lot of money. All 
the finished iron and steel products 
in the United States represents a 
scant billion of dollars yearly. 
There are really no reliable statis- 
tics on advertising expenditure, but 
the total is far below $500,000,000. 
As for Mr. Wisby’s comparison 
with foreign armies, it is enough 
to say that the peace establishment 
of the five countries named 1s 
2,656,550 men. Uncle Sam’s 
modest army of 65,000 men 
cost an average of $100,000,000 
yearly the past four years. If 
Mr. Wisby is confident that he can 
maintain an army of two and a 
half million men on a half billion 
dollars he would better apply to the 
governments he names,.with refer- 
ences. The world’s expenditure for 
advertising is far below $2,000,000,- 
000. Probably the combined ex- 
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penditure of all foreign countries 
is far less than that of the United 
States. Seventy-five per cent of 
our own advertising expenditure is 
too much to allot to newspapers 
and other publications, as more 
than half must go for printed liter- 
ature, streetcar and outdoor adver- 
tising. 

The writer further says: 

Of this energy how much is wasted in 

unsuccessful effort and how much by 
competition? Figures will never be able 
to tell the story. In the majority of 
cases, however, competitive advertising 
is more likely to result in waste rather 
than in benefit, as it only increases the 
cost of putting the goods into the hands 
of customers without improving the 
quality of the goods. 
' The only form of waste in ad- 
vertising is unsuccessful advertis- 
ing, and the only advertising that 
is unsuccessful is that printed in 
wrong mediums or to promote un- 
desirable goods. If advertising is 
unsuccessful it doesn’t sell 
goods to the consumer, and can 
hardly, therefore, increase the cost 
of putting them into his hands. As 
for successful advertising, it 1s 
based upon the exploitation of 
goods better than those of competi- 
tors at the same price or less. In- 
creased cost of selling, if there is 
any, is borne by the advertiser— 
not the consumer. Successful ad- 
vertising widens the field of con- 
sumption as no other selling force 
can. The profit on goods, both for 
advertiser and middlemen, may be 
lessened, but the larger sales give 
a larger profit on the amount of 
business done. Successful adver- 
tising, briefly, distributes more 
goods and gives a greater profit on 
the mass, to the benefit of both 
producer, middleman and _ con- 
sumer. 

The evolution of the advertising art 
has progressed so remarkably during re- 
cent years as to make the commercial 
traveler largely or wholly superfluous in 
many lines of trade that were formerly 
dependent upon his efforts. This ten- 
ge first evinced itself prominently 
in 1898, during which year twenty-eight 
large concerns in New York City, twen- 
ty-one in Chicago, seventeen in Boston 
and probably a score additional in other 
cities, discarded their traveling staff al- 
together, substituting printed matter. 

The business houses that reduced 
their forces of traveling salesmen 
in 1898 did so chiefly because the 
consolidation of large interests, 
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forming “trusts,” made it possible 
for one man to cover territory in 
which several rival salesmen had 
operated before the consolidation. 
Advertising applied to the distribu- 
tion of goods over large territory 
produces the best results when sup- 
plemented with traveling salesmen. 
Every large general advertiser has 
a force of drummers, and it-would 
probably be found, on inquiry, that 
the number of traveling salesmen 
employed throughout the country 
increases with advertising. In cer- 
tain instances advertising can be 
substituted for- salesmen, but not 
generally. 

The common belief is that ‘‘ads” have 
grown larger, and that more advertising 
is require today fer a given result than 
yesterday. Skill in writing and in il- 
lustration is responsible for this delu- 
sion. There has been a growth in the 
size of “copy” only in certain indi- 
vidual lines, while the leading tendency 
is toward the small “ad,” the well- 
worded, aptly-illustrated economic space. 
ess copy is now used for large space 
than formerly. The increase in printed 
publicity is due more to the frequent ap- 
pearance of small or medium “ads” than 
to the enlarging of the space occupied. 
The small “ad” carries more weight now 
than ever. People are either too busy 
or too impatient to read the old-time 
leisurely kind of advertising. The page 
“ad” to-day in order to be successful by 
every inch of space must, in most lines 
of trade, be a comparatively small “ad” 
as to copy. It is safe to say that while 
“ads” have not grown larger, larger 
space is used for little copy now than 
formerly. 

While it is true that small ads 
carry more weight now than form- 
erly because of the greater puslie 
confidence and interest in advertis- 
ing, it is. not true that the tendency 
is toward a reduction of space. 
Nor is there any impatience on the 
part of readers in regard to lengthy 
ads. Advertising now. proceeds on 
the principle that the reader in- 
terested wants a very complete 
statement of facts. Some of the 
large advertisements printed in 
magazines and newspapers are vir- 
tually treatises in point of length. 
Small ads are in the majority, but 
many of these, it is said, represent 
the failures in advertising. 


Yet another benefit of advertising is 
the growing desire to tell the truth in 
print and back it up with the goods. It 
is not exactly a moral triumph, since the 
truth is told not for truth’s sake, but for 
profit’s sake—it having been discovered 
that continued lying is unprofitable. At 
the present stage advertising concerns 
itself merely with the merit of things, 
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leaving the demerits unsaid. It is honest 
in what it chooses to say, and dishonest 
in what it prefers not to say. 

Mr. Wisby takes the common 
surface view that honesty is a new 
thing in the business world—that 
the business man generally from 
remote ages has been a thief and 
liar, but is finally coming to have 
some regard for truth and fair 
dealing. As q matter of fact, truth 
and honesty have always been suc- 
cessful in business, and all lasting 
business has been based upon them. 
The liar and swindler loom large, 
but they are phenomena of the 
business world. They were the 
phenomena of advertising in its 
early stages, but are disappearing 
before legitimate business methods. 
Publishers in particular are relent- 
lessly shutting them out, and many 
publications in the United States 
carry this policy so far as to make 
good to readers in money any loss 
they may sustain through fraud 
in dealing with advertisers. Ad- 
vertising enforces the merits of 
commodities because. the average 
advertised commodity is chiefly 
meritorious. What demerits have 
Uneeda Biscuit, Pears’ Soap, O’- 
Sullivan Rubber Heels and similar 
articles that need be revealed in 
the advertising? None whatever, 
the Little Schoolmaster would say. 
Where there are serious drawbacks, 
as in an automobile, it is best for 
the interests of the advertiser to 
deai with them frankly—and he 
generally does. To regret that 
truth in advertising is not a 
“moral triumph”—well, that is a 
mere splitting of words. The Am- 
erican business man progresses 
along broad lines, and has as high 
a moral attitude toward his pro- 
ducts, his business and the good 
of the public as any other factor in 
society—though he is not so likely 
to talk about his morals in print 
as, say, the writing fraternity, or 
the clergy. In making some of his 
charges, Mr Wisby has medical 
advertising in mind. Every day 
there is printed much medical ad- 
vertising that is questionable, or 
even criminal. Certainly it is not 
elevating. But there are also 
harmless advertised remedies, bene- 
ficial and of real service to the pub- 
lic. It is not too much to say that 
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good medical advertising is in ex- 
cess of the bad, and the latter js 
being steadily reduced through the 
restrictions of publishers. 

Advertising isn’t perfect. As a 
business force it is very new, how- 
ever. There is an everlasting ten- 
dency to betterment. Anything 
that is broad, clean and honest in 
advertising has the best chances of 
living, while what is the reverse 
has every chance to die. Modern 
publicity is largely a process of 
eliminating the inferior and fraud- 
ulent in business. 


A CORRESPONDENT writes: 


In your issue of January 27, you re 
fer to the advertisements of two wine 
and cigar merchants of Gibraltar which 
appear in an American military paper 
as “noteworthy examples of long ie 
tance retail advertising.” It may be of 
further interest to your readers to learn 
that the two houses referred to—Messrs, 
i Speed & Co. and Jerome Saccone, 

td.—have advertised in the Army and 
Navy Journal since March, 1902, and 
June, 1902, respectively. Both these ad- 
vertisements appeared in the Army and 
Navy Journal some time before their in- 
sertion in any other American news- 
paper. Speed & Company’s advertise- 
ment was sent to us unsolicited, as a re- 
sult of seeing the Army and Navy Jour- 
nal so frequently in the hands of Am- 
erican Army and Navy officers at Gib- 
raltar, and Saccone, who had been one 
of our subscribers for ten years or more, 
followed with his order soon after. The 
fact that both these houses renewed 
their contracts is the best indication of 
results obtained. 


Untit 1903 O’Sullivan Rubber 
Heels, made in Lowell, Mass., were 
advertised in street cars exclusive- 
ly, says Profitable Advertising. 
Newspapers were substituted last 
year as far west as Buffalo, and 
with the exception of one city, said 
to be in New York State, the 
change brought better returns. 
This sounds very much as though 
the city whose name is withheld 
might be on Manhattan Island. 
The elevated and surface cars have 
carried O’Sullivan cards pretty 
regularly the past year. 





WHEN you look at the regular 
“make-up” of the very popular flat 
magazines, made mostly for fem- 
inine patrons, there seems to be one 
inescapable conclusion. The read- 
ing matter not only asks to be put 
“next to advertising,” but it insists 
on being surrounded by it. 
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No pleasure is comparable to the 
standing upon the vantage-ground 
of truth Francis Bacon. 


Houston, Texas, has a new af- 
ternoon daily called the News, 
edited and published by W. H. 
Bailey. 


An English judge has decided 
that if an advertising drop curtain 
is exhibited five minutes at each 
performance in the theater where 
it is installed the advertisers have 
received an adequate amount of 
advertising. 


THE CLASSIFIED ADS. 
ToLepo, Ouro, Feb. 5, 1904. 
Editor of Printers’ INK: 

Enclosed please find check, for which 
continue our ad another eight weeks. 
We find we cannot afford to take it out. 

Sm1TH PRINTING Co. 
+o>—_—__—_—_——_——— 


AGENCY NOTES. 

The Richard A. Foley Company, Ad- 
vertising, Commonwealth Building, Phi- 
ladelphia, has secured two new accounts 
—“Emroe,” a cough and cold cure, and 
Duval’s Orange Flower Toilet Prepara- 
tions—the latter largely for mail orders. 

——_--4e9---- 


WEEKLY*AD CONTEST. 
415 West Jefferson St. 
LoutsviLte, Ky., Feb. 6, 1904. 
Editor of Printers’ INK: 

I hope the majority of readers of 
Printers’ INK will give this ad contest 
continuation careful consideration. 

I know of no better plan to teach the 








PRINTERS’ INK. 45 


difference between good and bad aa- 
vertising than this weekly ad contest and 
careful reading of each issue of Print- 
ERS’ INK. 

I hope the expressions of PRINTERS’ 
Ink pupils will warrant a continuation. 
I, for one, am heartily in favor of it. 


Yours truly, SHAFER. 
367% Pacific St., 
Brooktyn, N. Y., Feb. 3, 1904. 


Editor of Printers’ Ink: 

It was with pleasure I read your re- 
ply to Mr. L. A. Shafer’s inquiry re- 
garding the ‘Weekly Ad Contest.” I 
assure you that the same was always of 
great interest to me. It has been as in- 
teresting to me as the Commercial Art 
Criticism, and dispensing with either 
would make me feel that I had lost 
valued friends, Very truly yours, 

RoBeERt Hicssack, jt. 
CHESTER, Pa., Feb. 4, 1904. 
Editor of Printers’ INK: 

The writer is very sorry to learn that 
you have discontinued the weekly ad 
contest, as he was in hopes of winning 
a coupon. The paragraph in the issue 
of the 27th ult. psoas se the writing of 
this protest against keeping it discon- 
tinued. R. ‘. Lioyp. 

Jamestown, N. D., Feb. 8, 1904. 
Editor of Printers’ INK: 

I herewith enclose a few ads to be 
entered in your weekly contest. 

The contest is an excellent thing. It 
creates a study of advertising by students 
in the hope of getting the reward you 
offer. Good advertising is brought to 
the front, and indeed the weekly ad 
contest is helpful in many ways. 


Cuase & Grant Co., 
Groceries, Hardware, Chinaware, Sta- 
tionery, Fancy Goods, etc. 

R. D. Cuase. 
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IT WAS COMPLETE. 
Tue Evenine Post. 
Cuarueston, S. C., Feb. 5, 1904. 
Editor of Printers’ INK: 


I note on page 9 of your issue ot 
February 3, under head “Work of the 
A. A. A.,” the name of this paper is not 
included in the list of those which were 
given a complete examination. As a 
matter of fact, we submitted to a com- 
plete examination and it seems to me 
should be credited with that fact. 

Very truly, J. G. Morris, 

Business Manager. 


insight 
RAILROAD PUBLICITY. 
Dover, ME., Feb. 10, 1904. 
Editor of Printers’ INK: 


I do not know of a large corporation 
anywhere which gets before the public 
the news about itself which would be 
good reading and also have an adver- 
ap value. The railroads, for instance, 
are large spenders of money for adver- 
tising, but they neglect their news op- 
portunity. 

Suppose that a railroad has an acci- 
dent. It would not prejudice the news- 
paper reports against it if it furnished 
photographs of the spot where the acci- 
dent took place and of the train crews 
and others concerned. In _ fact, the 
friendly tone of one report (where the 
road had not put obstacles in the way 
of the reporters) would more than pay 
for considerable expense. 

Suppose it is going to build a new 
bridge. Instead of waiting for the news- 
paper men to discover that fact, the 
railroad officials might do well to make 
an effort to tell them of it. Along with 
it there could probably be secured judi- 
cious remarks about how the increasing 
business calls for a new and larger and 
stronger structure in order to carry the 
new and fast and heavy trains which the 
road now sends over its rails. A history 
of the old bridge, illustrated with photo- 
graphs, and along with it description of 
the changes in abutments and all the 
news pertaining to the new, would make 
matter which many papers would be glad 
to edit and use. It might even pay to 
furnish free cuts or matrices of cuts in 
place of the pictures. The same applies 
to new locomotives, new cars, new 
branches, sidings, etc., and also to new 
. Officers. 

When the road euts down a grade, or 
lays new iron, or hauls a special train, 
or builds a new depot, or changes a 
time-table, it would pay to get the facts 
before the public as much as possible. 
Tell them everything that will give any- 
body a hint that the road is good and 
safe and comfortable, and on time, and 
everything else which makes people like 
to use a line. 

If there is a change of trainmen on a 
little branch line, it would get the road 
before the public if the station agents 
were instructed to tell the reporters of 
their local papers about it. Very likely 
the reporters might be induced to put in 
a few words to say what an everlasting 
good fellow is the newcomer. The 
same thing will work up along the lines 
of both the railroads and the newspapers. 

In doing reporting on both city and 
country papers, I have many times been 
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obliged to work hard for news which it 
would have been advantageous for rail- 
roads to tell without being asked, | 
have taken a 28-mile ride to get the 
picture of a new official, and the rail. 
road would have at least won a feelin, 
of good nature alike from editors an 
reporters if it had saved the newspaper 
that expense. On a country weekly [| 
have been obliged to write to head. 
quarters for news which a station agent 
refused to give out. 

I have sometimes thought that it would 
pay a railroad to hire a bright newspaper 
man to see to placing the news about 
itself. 

These remarks apply with equal force 
to many other lines of business. 

Yours truly, D. Cromett CLARK. 


Classified Advertisements. 


Advertisements under this head two lines or more 
without di: y, 0 centsaline. Must be 
han in one week in advance, 


WANTS. 


DEA to travel on, or mail-order plan, 10¢, 4 
free. POINTS (104), Mt. Sunapee, N: H. ~ 


M% E than 225,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers, 


ANTED— e and | r file in oak 
wire. dente lewene ‘prices, with full 4 

ticulars. HUMPHREY, 1170 Broadway, N.Y. 

WP 4NTED—Poultry or hi ublication, 
small moe an agricultars! 4 
lication. B. J. KINGSTON, Newspaper ' 
Jackson, Mich. 





ERNALD’S NEWSPAPER MEN’S EXCHANGE, 
established 1898, represents Faye work- 
ers in all departments. Send for klet. 368 
Main 8t., Springfield, Maas. 
M48 who can control qivectising fora weekly 
P in leading LCastern city can secure 
interest in same on very favorable terms. Ad- 
dross “J, G.,”’ care of ters’ Ink. 


DVERTISING WORLD, Columbus, Ohio, a 
journal of information, plans, 

suggestions and ideas for advertising. Send to- 
day for free sample, or 10c. for four months’ trial 


ANTED--To lease financial letters from 
both heclass and a, propositions, 

Give price and full jculars. Could use 50,00 
names at once. “FINANCIAL,” care Printers’Ink, 


ANTED AGENTS—We have them that sold 
four dozen in three hours. Made seven 
dollars profit. Send $1.25 for three-dollar outfit. 
DEPT A, THE GOODSPEED MFG. OO., Ann 
Arbor, Mich. 
ANUFACTURERS, Publishers and Inventors 
—Kindly send a or circulars of 
goods of merit, with = ~ 4 ices, to a good 
eld. CROSS & CO., x 375, th Hampton, 
N. Y., Dept. B. 


ANVASSERS WANTED—Skilled men and 
women make $1,000 per month taking sub- 
scriptions and advertisements and making 
ite w for No FaRM AND Howe. 
North Yakima, Wash. 


fo owex. Morrow County, Ohio, wants a live, 
up-to-date newspaper man to publish a 
weekly there. Good ng. J 
ducements. None but_those meani 
need apply. Address W. G. HAAS, Sec’y. 
T= attention of ambitious advertisement 

writers is directed to the offer in this issue. 
under heading “Advertisement Constructors,” 
wherein five hundred and sixty dollars is offered 
for the preparation of six advertisements. 


WY Ags — Position as local writer and soli- 
‘ L, E. BARTHOLOMEW. 
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ANTED agg ae aoe poet business 
ae. ot in red ht 

Record and re ma... dress 
" “NO HAS BEEN, , 
Care Printers’ Ink. 


ERTISING manager an and writer wants 
eye — ae ae — Some and 


drigital ad juperintend 

intin, ent or edit ‘house organ.”’ Ad. 
| ay rte ” 733 Brooklyn Ave., Detroit, Mich 

DVERTISING SCHOOL GRADUATE 
wanted at once to  seppeaas us in every city and 
town. Reference ddress 

THE BARNARD SYSTEM, Incorporated, 

87 Nassau oem 
New York. 


= Waite ads that talk—tollow: a aeme that 
telegram 

on bm ms one W: 
publication, ecency ; and business experience— 
doubled one business in two months. Have you a 
position for me 4 “SPECIALIST,” 400 Manhattan 
Ave., New York. 

ROPRIETARY MEDICINE FIRMS, or others, 

who desire extensive newspaper advertisin 
in the Southern States, int other service whic: 
will save moneys and p) ults,” should 
write to MR. T. E. HANBURY. Atlanta, * 


’ experience. Successful reco’ 
Thoroteiyi indorsed. 


manager xr of the | biggest trade r 
Foer of oy kind in the world desires positi: ‘ne 4 
manager who will put business into any organ 
he touches. Only oT. on oa papers need reply. 


136 Bayview Ave., 
oe! City, N. J. 


os energetic newspaper man, 

40, empl — openno pouttion, 
where ‘asefulnees ‘and ab ii re? omo- 
tion in profitable field. Specialties riting, 
di or ong effective ads; descriptive, 
editoral or news iter» practical printer. Ref: 
erences; family; sober, reliable. ‘‘H,” Box 87, 
Sylvania, Ga. 


USINESS CHANCE—I have a groped 
tion for any reliable man wit. who is 








brave enough take a big shot a as ees. 
Perfectly legitimate. Will net aly with 
days. I will promote = divi ie ¢ ually wit 
reputable business man wh: fe equally 

and who may handle all money, R., ion 
solicited. Address BUSINESS, ef nters’ 


Ink, New York City 


ANTED to furnish daily newsletters to 
daily papers within a radius of 500 miles of 
this city. ill take advertising space in ex- 
ge. Not > fake or a scheme to get space for 
next to nothing, but an honest effort on the part 
yee: gay to dn his brethren 
ne press, Send f rticulars. Address 
NaTro AL NI WSPAPER SYNDICATE, 39 Har- 
per Building, Washington, D. C. 


DVERTISING MAN, wide experience, will 
give time to erat or to manu- 
facturer 0 wishes pe o direct advertising. 
Will install advertising dept. and train clerk or 
Sencgreplies to operate it successfully. Charges 
moderate. —— Comnatnee = money back 
basis. Thoroug’ ry branch of 
ae blicity. png A a couy cad IT cipuned for 
a large advertise: iculars on re- 
quest. “CONFID. ENTIAL, ” care of Printers’ Ink. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as ake peg 

and ad managers ge h - the classified col- 

umns of PRINTERS’ INK, business i journal for 

advertisers, — p+ at 10 oo = St., 

New York. Such advertisements will be inse: 

at 10 cents per line, six words to the line, rare 

oll Ink is the : Senet £ for advertisers, and it 
es every week emp! ploying ey bore 

than any other publication i in the United States. 


G'TUATION wanted as advertising manager 
manufacturing concern or reputable ru 
cation. Would gocept position as traveling soli- 
citor for first-class ine. Ten years’ ex- 
perience in the mail- L- er business and newspa- 
per work. Understand advertising in general, 
= mail-order advertising in particular. Clever 
rrespondent, up in odwriting, preparation of 
fiteratare, follow-up letters, etc. Age 32; single. 
hest references. Can make money for poe 
en’ ing man, “SOLICITOR,” Printers’ | 
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ANTED—Press for roll r, Kidder car Ft 
ferred. “ROLL PAPEL PAPER PRESS, 


DVERTISEMENT WRITERS, especially 

ginners, will have an tae ee al opportu. 
nity to demonstrate their 
money by writing to us. We: will tell you hov 
to start a business of your own at home which 
will do more to establish your reputation as an 
adwriter than years of ordinary experience. 
Write to-day. 

& CORBIN, 


ELLS 
Suite B, 2219 Land Title Bidg., 
Philadelphia. 


LERKS and others with common school edu- 
cations only. Le wish to qualify for ready 
positions at $25 a week and over, to write for free 
copy = my new prospectus and endorsements 
fro coming concerns every where.One graduate 
fills § g8.000 , another ee or and oom, —_— 
earn 91,500. Th ie best clo in New 
bony owes Rt uecames within a Sant mane to 
mano chings. emand exceeds supply. 
EORGE H. POWELL, Adve and Busi- 
ess Expert, 82 2 Temple Court, New York. 


A ADVERTISING SALES MANAGER, 


m theo 
. ints. Versed in trade paper, magazineand 
nOwnpaper publici Techni versed in 

r, printing and lustration. ve handled 

veling men; know how to increase their ef- 
forts and sales. Understand business system. 
Would prefer r position with wholesale house or 
mfr. wil increase business. “KE. W.,” P. I. 


A ARE YOU SATISFIED 
with your present ition or salary! If 
not, write nearest office for booklet. We have 
Hage = for a, ee Jonge Me - 
‘echn: 
clorkenk and “nusuate men of all kinds, High 
grade exclusively. 
300 Broadway, New York. 
s way, New Yor! 
Suite 815, Pennsylvania Bldg.. Phila. 
Suite 529, Monadnock Bidg., Chicago. 
Suite 1326, Williamson B! ldg.. Cleveland. 
Pioneer er Bldg., 8 Seattle. 


y As DAILY PAPER, 
town where I can put into prac- 
tice aan oun methods and new ideas. 
I have been the managing editor of a Chicago 
daily, and the Wodvertiine manager of a New 
York morning paper. Know the business from 














arge 
invest money, but would like to use my 
where I may ultimately share in the results ; or. 
if the proper opportunity presented itself, i 
would lease with privilege of pure! . Now 
employed as the New 


some of the best aap mam in America. 
make an gy? chan, Address, with full 
rticulars, ALL,” 7m 65, 29 Broadway, 
ew York. 


a). 
PERIODICAL PUBLICITY. . 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 


——__+o>——__——_ 
TRADE JOURNALS. 
ARDWARF. DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 
iabaieaar ened aad 
COIN CARDS, 


83 LE Less for more; 5 Boy bringing. 
THE BON WRAPPER CO.. ‘oit Mich. e 





ILLUSTRATORS AND _AND ILLUSTRATIONS. 


H SENIOR & CO., ., Wood E Engravers, 10 Spruce 
e S8t., New York. Service good and prompt. 


oo. 
DEPARTMENT STORES. 
EPARTMENT Store Lists. Write us. DE- 
se STORE PUB. CO., P. O. Box 
je Me 
BUSINESS | OPPORTUNITIES. 


te) [NTO THE MAIL ORI ORDER R BUSINESS—send 
BOLT, Box KB Bloomfeld, ; ind _— 
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TYPEWRITTEN LETTERS. 
which are 
[ec ian pamoles fre “Ohio PRN 
MAILING MACHINES. 
: ie DICK ——_ ny ae a sv ALEsTINE, 
Mer., 178 Ver Vermont 8t., Bettalo. N.Y. 
CARBON PAPER. 
OT hes. wRETTTELDS CARBON 


Ne WORKS, 123 


123 Liberty St., New York. 


———_~+o>-—__—_ 
DESIGNERS AND pean sawp 
GNING, illustrating, 
D roxy lit ay int 
DE He eee ee 
we nvasetor *athaeahe 
ENGRAVING. 
ANDERS ENGRAVING CO., Louis, Mo., 
Riectraty pers and _Photo- ro) Mma DE- 
SIGNS FO VERTISERS AND PUBLISHERS. 
—_+o—___——_- 
LITHOGRAPHY AND TYPOGRAPHY. 
La. Menke for pera: Woe 


wpeyrastng: rane 


Send gamp or ae sted by id 
New Yor 
Rataiiaeade 


PAPER. 


B BASSETT & SUTPHIN, 
45 Beekman aa New York Cit 


Coated a ity. Diamond 
White for bight catalogues. 
NEWSPAPER CUTS. 
EWSPAPER CUTS.—We teach how to make 
them for $l. No “os * wired. Guaran: 
teed. ree. LEY ENGRAV- 
ING CO., 326 The Nasby, Toledo, Ohio. 


3 Perfect 


4 





—+oo——_. 
MULTIPLATE PRINTING. 


L* pers HEADS on geet linen and bond pa- 
pers in lots of 6 at lower prices than 
one can furnish. Send tor prides. CLARK 
GALLA. & 88 Gold Street, New York City. 


om ascinislgiiitgeestianiiasiinas 
TYPEWRITTEN ITTEN LETTERS. 
ag ER tell them from from Genuine Typewritten 
Letters. eae a ry: , also Booklet, 
“A geody in Mone: 
D BECKER, 318 | 318 Lowell bate. Chicago. 
te 
. GRAPHOLOGY. 
RAPROLOGT— Year character and person- 
ali — p yond tw s by an = Sos & "i ae 
yn recei| oO l- 
eihion L: a RY RICE, 1927 7 Medison Avenue, 
New York City. 


INSTRUCTIONS BY MAIL. 


I UMAN NATURE TAUGHT successfull: 
mail or n is Sor Jan. only. Wo 
this help yout P sent free. 
SHOOL OF HUMAN NATURE, 

Athens, Georgia. 


ant 


JOB PRINTING SPECIALTIES. 


ANTED—Onxe (only) newspaper in a 
town to bantie’ the Led, prette ob 
printing “department Every e y * es 


© for printed statements. 
as ADAMS & CO. ‘etre » Mich. 





paceman. FOLDERS. 


paocesnnn and Marriage Folders, 50 
cent. lower than any hoase in America, 


per 


Beautifully embossed In Fold. 40c. dant oo! 100 up. 
Samples, 5c. PEN 
38 8. 6th Be Philadel, phia. 


PRINTFRS’ INK. 








BULLETIN BOARDS. 
ALL BROS., 115 Dearborn 8t., Chicago, lll, 
Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads ds entering Chicago, 





NE WSPAPER BROKER. 
a. and sellers of ne ~F newt r parties 
£ topecne advan 
without. p blicity, ‘tym i : 
es and long list 
Can I Fay ee = BS. rol bape 
Michigan Newspaper Broker, Jackson, Mich, 
te 
ADDRESSING MACHINES, 
beanie MACHINES — Se used 
Art Wallace stencil addressi aw BA . 
‘stem of addressing 


dome tates: used by the 
arpa pablic ros ores hout py country. Send 
K & CO., 29 Murray 8t., 

New York. 


> 
PUBLISHING seas OPPORTUNI.- 
rs Fous, FUTURE CAREER 
a be attractive if you owneda good 
le pape’ ¥ New York oy. If you have a 
ong thousand dollars and the ambition to bea 
well-to-do publisher in a safe Way. write me. I 
sell eeRES blications nny ay KMERSON P, 
253 Broadway, New York 





BUSINESS STA SS STATIONERY. 


Ly WANT to send samples of eni of engraved business 
ie embosvi 
ting ess 
cance of using letterheads create 
favorable impressions. Pometiryl work. Special 
prices if you mention Printe: 
BRO! MLEY, Stationer, 
68 Maiden Lane, N. Y. 


HALF-TONES. 
Wise would wee to estimate on your halftones 
ther for the newspaper or other work. 
STANDARD ENGRAVING .,61 Ann St., New 
York. 
NEWsrarer HALF-TONI wan 
2. = the order, 


KNOXVILLE HNGRAVING CO., Knoxville, Tenn. 
SD 





PRINTERS. 


Boones the million. Write for booklet. 
— eee. 


STEWAR 


NATALOGUES printed in in large quantities. 
Write STEWART PRESS, Chicago. 


ETTER HEADS $1.50 per. 50 per 1,000and up. Bond 
written Letters $2 

Write for samples. CHAS. MEYERS, 
ichigan. 


PRESS, 


ri 


len § Springs, Mi 
OXINE, a non-inflammable substitute for lye 
and ben —. Will not rust metal or hurt 
the hands. Ri and improves the suction 


by the — Made b: 


of rollers. For wale le by the 
DOXO MANF’G. CO., Clinton, 





HOUSE-TO-HOUSE, OUSE, DISTRIBUTING. 
, 4 Mgnionay, are Mik 4 


ce in aie rtising 

able, local distributors, to the entire satisfaction 
5. py many peanete, & waem I am pleased to 
refer you, 

1 beagtch gd only proposition that mavete every 
town and city of over 2.000 population in the 
Ui also hundreds of er p) 
matter is sent to reliable local men who 


nee Fs me distribution of 
ome personally responsible to 
you fora erst first-class no ice at all points, 
and ee where contract is 


violated be to your best interest to in- 
vestigate. 
WILL A. MOLTON, 
National Advertising Distributor, 
Main Office, Ts St., 
leveland, O. 








ADVERTISEMENTS WANTED. 


ARDWARE DEALERS’ ALERS’ MAGAZINE. Cireu- 
H lation 17,000, 253 Broadway, New York. 


a 
DECORA a2 TIN BOXES. 


kage ofttimes sells it. 
| i, Lid ou cannot ina ne how beautifully tin 

and how cheap they are 
beri you pel — pur samples and quotations, Last 
year we made, among many 0 er things, over 
ten million pow pe t 7 million vas- 
eline boxes and cay re- 
: der called Do Tt Now.” It is ; 80 are 


any ORICA AN STOPPER CO} COMPANY, 


Brooklyn, New York. 
The largest maker of Tin Boxes outside of the 


FOR SALE. 


INOTYPE A! sale. First-class condition. 
Address “ M. M.,” care ” care of Printers’ Ink. 


EFORE ey sing cylinder r preasns, Job 
Boone BetUS PANO 
Oliver 8t., Boston. 


60 Porter TER TWO-REV.; will print 4 

o of a7 or&col.. og tw 
ress for book, by 

RD PRESTON, Ie? Oliver 8 “Oliver St. Bosto: 


S" oud and Conaty, y rights f _—s a Dewy pt oye 


outdoor advertis ing ie | 
to COMMERCIAL DEVELOPMENT 
SPC ANY, O16 916-918 N. 30th St., Philadelphia. 


OE DOUBLE CYLINDER, with or without 

I, sare; 6 alenaets Ww will print 4 pages of & ks 
poo ay, speed, 3 ” hour, 

ayment. ORCHARD PRESTON, 

jor Oliver St. 8t., 


PREMIUMS, 


R SCALES make useful premiums, Com 
Tipe line, line. on for catalogue. TRINER 
-, 130 8. C Clinton 8t., Chicago. 


pty Pgs are “are always in demand for 
teed perf 


guaran ect 
<u. ‘old. ga tet, for quantities. 
Write Isom 22 Groveland Ave., Chicago. 


TORS HEALY’S NEW PREMIUM CATALOG, 
w ready, contains musical instruments 
of all descr tons. includi 
talking machine; $20,000 worth of our mandolins 
and guitars used in a le year by one firm for 
jums. Write for . PRIEMIUM CLERK, 
on & Healy, 199 Wabash A’ ive. -, Chicago. 


ELIABLE goods are trade builders. Thou- 
sands of ve premiums suitable for 
tnd whl and others from the foremost makers 
i ween deaiers in jewelry and kindred 
500-page list price illustrated catalo e, 
pulished annually, tesue now ready; 
F. MYERS CO.. 46w, 48-50-52 Maiden Lane, N.Y 





MAIL ORDER, 


even IDEA for a Mail-Order Business. 
d for further iculars. v. H. RAIN- 
BOLT E Box K, Bloomfield, Ind. 


AIL-ORDER houses, or those entering same 


learn our methods of Sarning tag permed 
orders. Our plan 8 success. 
“M. O. DEP’T.,” “ |. System,” 87 5 
St., New York. 


Magnes MEN, MIXERS AND PUBLISH- 
I will honestly mail your circulars, 
ae oe blanks, etc., at 10c. per 100, $1 per 
id try me. 
DANA M AER, 
Dept a Luverne, Minn. 
R. MAIL-ORDER MAN: 


Here are four reasons why. my m of 
mailing your circulars is unexce' use no 
worn-out list of names, as every address is re- 


ceived in answer to my own advertising. 1 
inclose not over eight circulars each en- 
= Ido not daub —< stencil mark on your 


, and my charge is reasonable con- 
yy the service l render . per 100, $1.75 
1,000, 
HL Oo, BUCKHOLS. 


orwood, Ohio. 





PRINTERS’ INK. 49 


ADDRESSES FOR SALE. 
400 Altec: stamps. ES 
1,000 wees ee Der 100.” EDITOR a 
Bunker Hill, Ill, 


6 0 0 NAMES f tenehers, farmers and business 


men, D. JONES, County Supt. 
of Schools, Siew mbia, Ky. “o 


10 RURAL NAMES, M. 
1,000, 75c. New List ; 
Best District in Ohio. DA 
CO., Dep’t H 1, vbanton, Ohi 
N a tr farmers in 1 in n Logan an County, Onto, Ohio 
January, 1904. $1. 
i le X. COREY, te Obio. 
Bresnass here sure—2,000 guaranteed 
regular mail — "buyers, arming an and 


M.-O. paren, 10c. ; 
The 
SUPPLY 


mi iti 
ec. 1 





'E. REEVE, 1653 Franklin, Denver, Col! 
OUTH DAKOTA FARMERS HAVE THE 
PRICE—Offer them anything v mail that is 
ab siaus ond ey ae aay Try them with our 
f THE of 5,000 cream shippers. had ne 
Tat CESTERN ADDRESSING .» Lock Box 
Millbank, S0.Dak. 
THOUSAND NAMES of AMES of people whose worth 
ie with 3 mone’ to bu what they want. 
z (Cream of the d Cash Buyers "+ 


bee in the OHIO 
VALLEY and the BLUE — 
can’t be di uplice: ice $1. 
WALTE Chaney. Winchester, Ky. 


IXTY thousand names of rural route patrons 


Moines, Towa. 


ADVERTISING NC NOVELTIES. 
pocest Wallets. i, 437, 1,00 1 red bg fee jaded 
ad Wear 


Printers, 5th above See aie "Philad 


667 ITTLE TRAVELER” Taalogue, 1,001 ad- 

verti novelties; two 2c. stam; ae. THE 
SOLLIDAY NOVELTY ADVERTISING ORES, 
Knox, Ind. 


NEW Advertising Teveseee— A. Pencil etter. 

a Nail ve anda bape mw = oe 

¥ all three. 10c. Agen’ ta wanted. J.C. iN, 

Owego, N. x 

A “SIGN OF THE TIMES”’—The Pulveroid 
Sign. Best for agvermts our business. 

¥, PULVER 

ns, Celluloid Adver- 





pS gg BL for came! pnd ace 
Co., A 
tising yo sss 


apres for er leand pri on ice, new combination 
itchen Hook and Bill Fil 


befo TH 
WHITEHEAD & HOAG CO., Newark, N. J. 
Branches in all large cities. 


HE Parisian Weather Indicator is seen often- 

er, lasts longer and attracts more attention 

than any eer aver eas novelty yet produced. 

Can be led in ordin envelope. Samples 10c. 
ALFRED HOLZMAN AN, Greenville, Miss. 


END 50 CENTS for a sampl of the finest little 
advertising novelty, su paca —— 

and convention —_ r over offe’ 
lishersand advertise: A TOOSE LEAF F PER. 
PETU. EST POCKE KT he Sg ts a BOOK. 


d up-to-da' 8 1 prtose 
in ies. Do nee ie So laa re fully 
cents for sample boo 2h ee 
ae AenewaLL FILE & LEDGER co., 


P PUSH & PULL 

PUSH & PULL 

PUSH & PULL 
The money back advertising novelty for Cloth- 
iers and Furnishers. (Al. man bye uses them 
scores the adverti: ccess of his town, and 
it doesn’t cost him anything. Send a dime for 


samples and 
G. P. COATES co., 
Uncasville, Conn. 

















5° 
CLASS PUBLICA TIONS. 


HRs DEALERS’ ALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 
—_ +~or—_—_———- 


BOOKS. 


66Tjow To Sell Proprietary Medicines.” Free. 
Address T. gE. H ANB RY, Atlanta, Ga. 
A and Mail Order Dealers send 
for Booklet, ‘A Study in Money-Saving 
Ads.” H. E. Becker, 315 Lowell Bidg., Chicago. 
AS Lore —— “POINTS FOR PRINT- 
per Copy, postpaid. “The 
A. i rm pon 2 Fa winters’ Manual. 
W. L. BLOCHER, Tecumseh 8t., n, Ohio. 
¢ pRocRessive 1904 ‘aimee contains 
80 pages views city and suburbs; mailed 
for 50 cents. Address RUSSELL HARRISON 
oe — 
N PAPA RODE THE GOAT. 
CARLETON PUB. CO., of OMAHA, NEB., 
« have issued a co shted book with the 





ings, which is the most 
kind we have ever seen. We advise our 

who wish to have something to driye away the 
blues to send 25 centsfor a copy to the 


address. 
PRINTERS may have my copyright lodge cut 
catalogue free. 


->——— 
ADVERTISING MEDIA. 


1 CENTS per line for advertising in THE 
JUNIOR, Bethlehem, Pa. 


ARDWARE DEALERS’ MAGAZINE _Circu- 
lation 17,000. 253 53 Broadway, New York. 


DVERTISER’S GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 


RE Toe uu fa, Then advertise in ANY- 
+4 NOAZAN E, Peekskill, N. Y. Copy 
and rates free. 
A*iee person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


RY GOODS REVIEW, 506 Security Bldg., Chi- 
pa. x Fon to country merchants. Sworn cir- 
adv. rate, $1.50 an inch, 10c. a line. 


Westen CWIEE PREEDER and POULTRY 
‘ood subscri 


hg iption bring- 
ers at the ial aT chubby ing =e of i0c. a year. 
Address, LINCOLN, Nebraska. 


2 CENTS for 30 words, 5 om ‘8. ENTERPRISE, 
Brockton, Mass. Circulation, 9,000. Car- 

ries a solid of want ads. Want 

closest to the hearts of the people. 


‘ig 4 TALK, Ashland, Oregon, has a - 
teed circulation of 5,500 copies each issue. 

Both other Ashland papers rs are rated at less than 
1,900 by the American un Newspaper Directory. 


[HE BADGER, 300 Montgomery Bide, Mil- 
T waukee, Wis. a family monthly, c atten 
general, 60,000 copies, rate 30 cents a fine) Forms 
close the 23d. Ask your agency about it. 


MILLION TRAVELERS can A reached 
monthly thro’ h the eastern and western 
sections of the Tra’ ’ Railway Guide. Write 
for particulars to 2 Place, N. Y. or 158 
Adams 8t., Chicago. 


$1 0 WILL pay for a five-line advertisement 
four weeks in 100 Mlinois or weneeen 
weekly newspapers. CHICAGO WSPAPER 
UNION, 10 Spruce St., New ork. Catulogue on 
application. 100,000 circulation weekly. 


Na letter Beentehen new advertisement to THE 
*, --?, Le 4 te — Pa., C. L. Slade, of Sara- 
tes: “Results a ous 


‘ad pages are 


ve —_ A es satisfactory. 


r 
paper hare 155 lies to my advertisement in your 
December and January issues.” The rate 10 
cents a line. 


GUARANTEED circulation, 25 
cents a line. That’s what the 


0.00 


P. FINDER offers the advertiser every month. 
Patronized by all leading mail-order firms If 
are advertising and do pol know * me 
PATAFINDER, you are missing something 
‘Ask for sample and rates. 
Washingt 


E * PATHFINDER R, 


on, Vv. 








PRINTERS’ INK. 


PROPRIETARY REMEDIES. 


T= BLUE GLASS INHALER. A new th: 
For al) those things for which an inhaler 
‘ood, this is the best that ever was. Itisa germ 
estroyer and nose opener, a remedy for colds, 

tonsilitis, bronchitis, asthma, hay fever and 

disease of the throat, nose or air 


manufac 


ceipt of price. Address THE RIPANS CHED 
COMPANY, No. 10 Spruce 8t., New York. Mica 
—___ -- +e = -- 
SUPPL IE: IES. 
D° XINE—A non-inflammable type wash. A 
substitute for lye and benzine. 12. per 


pound, Let your obber put in an 8pound can 
= your next o: 


er. Makes the old 

J pens old rollers like 

DOXO MAN’F’G CO., Clinton, Iowa. 
D, WILSON PRINTING INK CO., Limited, 
« of 17 Spruce 8t., New York, sell more mag. 
azine cut inks nary any other ink bouse in th 

"Special prices to ‘oath buyers. 
ASTE users are offered an innovatio 

dry powder known as Bernard’s Cold- i " be 


Paste ewspapers, wall r ham rs, 
sanednsturete paper box factories, ngert cl ny 


use labels and all who use ite 
immediately realize its eG intacat 
Packed in neat boxes, can be kept for mental in 


the office, with no waste, no di 


simp ~~ hy ith co 
sim mixing w 

rite for a sample endo co 
the Amer Los ty r Co. 


AGENCY, 46 SNorth metry 8t., Chicago. me” 


cometioneendGiiipiecsnaeioee 
ADVERTISEMENT CONSTRUCTORS. 


GOOD ads for a_ groce sti 1,00, 
100‘ BAIT PUB, CO., ‘Toronto, Can. ls: 


fe w. KENNED 39th and Langley, Chi- 
cago, writes araaaee your way—his way. 


I WRITE ads that advertise. Let me ery 


ours. = REKVES, 2104 Spring 
P elphia. 
OR wete Paragraphic hic Ad SAM’L R 
a nae Rockpo 4, can tbe be beat, id 


Joa K. CRAIG, premnater af of Relies adver- 
oe 44 every kind, Columbia Ave., 


peer lumber ads. Trade 
in_other lines also. ‘ARTHUR Wi 
TON ANDERSON, 10 ) Morton § 8t., N. Y. 
PRAgtiCAL, common-sens -sense, vases tin 
advertisements written. ESTEL. BLE 
THING, 22 Munn Ave., East Orange, NG 
A oye fh Hyp and cuts, new daily. Re- 
and bankers should use the best, 
re prices. ART LEAGUE, New York. 
—* Essence of Advertising to’ 
siness. Eve description advertising 
aut GEO. as STON, ni W. 125th St., N. 


ef ans the 
Piamil- 


r work 
ELLING- 





goods. vite dar for 
tion. It’s free. MYERS, THE A Mal 
ton, Ohio. 
ICTOR H. RAINBOLT, Bloomfield, Ind., Ad- 
vertising Counselor. Advertising matter 
of all kinds prepared. Mail-order literature my 
specialty. orrespondence it invited. 
Y a has pieased ot other people. 
Plain business sglish, at 
me n Prtees, Keample ad for 50 cents. If you 
on’t - it. eae can ‘ your money back. 
SON, 45 5 Ky. Av Ave., ngton, Ky. 
RY... winning booklets. catalogues, maili 
cards, prospectuses, form letters, etc., writ- 
ten, illustrated, printed. Write fe (on letterhead) 
or anes booklet, “How = ovielp Advertisers.” 
mn to 8. ~h aaa & JOHNSON 
00. ‘Hllsworth Bldg, Ohicag Chicago 


66 (VENI OF THE CASH DRAWER. " 
Our ads will increase your profits like 


magic. Samples cheerfully submitted. 
K.P. LIPSETT, Washington, D. C. 











RITI BOOK ADVERTISEMENTS IS MY 
SP BCIALTY —Book advertisements ought 
ons from the reviewer— 


and E. iath Se “Flatbush, tbush, Brooklyn, 


COMPILE and revise rat rate cards. Arrange- 
I ment, size and every point of information 

ncies and advertisers want % know careful. 
hone me out. Copy submitted for approval. 
PS my with Bolt ‘Ade ertising 
WALTE RS, lemayer ve 
Agency, Tribune bldg., Mi Minnea polis, Minn. 


WAYS dom best when’ pir 
ex oo copy. Zitho ugh 1 am 2 tanifias with Bing | 
ooulat t do justice. I If if yours is one ot these Vl rl 
*tdo i 
be 5 ae in telling you 80. in touch with 


Get in 
be of some help to 
J yRORINLE, Station F, Boston, 


M*c long suit is short stuff ort stuff with the right ring. 
Copy, for i little leaflets, ads, klets, 
“readers,” letters, mailii cards. 


car " 
Poaded ‘Lo the muzzle” with talk lis. If 
you’re after my kind of advertising, en after 
our business. Tell me about it now while it’s 
your b in your mind. ED SCARBORO, 557a 
Halsey St., Brooklyn, N. Y, 


2 you want a strong and effective bookies, 
mailing card, ont or form letter to 
up your advertisil . and want t Pwd 
Heht, bth as to price an ice and ¢ r, place it in 
o} 
, BOTTOLFSON, 


x 206, 
Winona, Minnesota. 


T*3 a specialist in clean advertising. 
many u launder—press—clean—dye—renovate 
ning. remember the 
manufacture anything that cleans, or 
py an, bad thatis ed, 
the spec 
vu ave: oad clean adve' , too. 
les—testimonials—proo; ‘of abi lity. 
RD BOTTOME,St. Paui Bldg..,. New York. 





Mo adwriters advocate the giving of prices 
in their advice to their clients. And, as @ 
rule, they suggest that the prices be low. 

But you don’t find many who practice what 
they preach. Eliminating the three-ads-for-a- 
dollar-man, the average specialist simply makes 
a statement: that he is the king-pin of all in his 
line, and lets it goat that. If you want to find 
out how much he charges for one or more doses 
of business tonic, you’ve got to ask him. And in 
many cases his charges are elastic—gauged by 
the elaborateness of your letterhead. 

Idon’t know whether the other fellow’s ads 
pay or not, nor dol care, but I do know mine 
pay,and I’m satisfied that letting a man know 
he can get a thousand eight-page booklets writ- 
ten and printed for $14, ora thousand mailing 
cards written, illustrated and printed for $20, or 
perhaps have his literature revised and re-ar- 
ranged for a couple of dollars, gives that mana 
chance right then and there of deciding what 
will suit his plans—and pocketbook. 

There are many specialists who are doing 
work not so good as mine for the same money, 
and I amdoing just as good work as others 
whose prices are not quite so reasonable. I only 
mention this incidentally—I don’t believe prices 
should be the factor in determizing who shall 
have your advertising—but it’s not business to 
pay more for anything than it is worth. 

If this little talk has interested you, and you 
have the inclination and wherewithal to make 
the wheels of your business hum a little louder, 
write for samples of my work, giving me an 
idea of your 5 
LOUIS FINK, JR., 

Maker of Profitable Business Literature, 
Fifth Street, near Chestnut, 
Philadelphia. 


PRINTERS’ INK. 





st 


Y ADVERTISING KNOWLEDGE is built 
BY upon a foundation of ten years’ Fn enn 
in editoriai and reportorial work on leading me- 


tropolitan newspa| 
That yy f ity of . ing facts and 
jd i, public has 
become second nature to 


serving them ly to 
That’s the secret of ‘good advertising. 
J. JEROME NORDMAN, + 
“Ads that Add— Written Rig. 
706 Tradesmen’s Building, ittsburg, Pa. 


WoURD TORD ABOUT 
+ YOUR ADVERTISING.” 


y 
paring catchy and original ne per and mag- 
azine ads, book folders, ig cards, etc. 

If you want advertising, you want 


rite us for our oe eine to FOem 

m3, Will also ‘ou our 

booklet, ‘‘ HOW TU Mag yor vk AD ERTIS- 
; our business stationery. 

Es & COMPANY, 

ecialiets in Vous Advertising,” 

rton Building, Nev New York City. 


HOW ARE ; YOU TI Lay pate IT? 
iv sto. 


ry. in. he you 
about whatever you iuake or sell in such 
a“ Fessenden 8 in ¥ idence-compell- 


claim to making 

pt best in att world etd — ex- 

swallow pre- 

Pposterous fossil. tary Deo ! It’s in these costly for an 

advertiser a forget that 3 the 
rowth of an coma d “pen 

| nom Pane of y his oe gee approach the 

ag statem: pu t-class 

pave work for quite a lot of people who 

beheve ths Impl citly. 

No.32, FRANCIS MAULE. 40 402 Sansom St., Phila. 


te) peg So 
fioo Fo R THE BEST ADVERTISE MENT, 





(00 FOR THE SECOND BEST. 
EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of encouragi ing al 

vertixement constructors, as well as inviting the = 
aid of the masters of the profession, the 

Chemical Company will, within the next euaive 
months, pay ten dollars each for fifty-1wo adver- 
tisements submi to them they think 
good enough to be worth using, and from day 
to day as accepted, and at the end o ayear—viz., 
December 2, 1904—will award and in 
cash prizes for the six best and most effective 
adve: ments that have been submitted. 


The advertisements of the Ri Tabules 
have been before the public for twelve years. 


They were the first largel advertised pro’ 
etary medicine ever sold in tablet form. sated 

They were the first remedy for d wpe a a 

eucoeutully pope uarized 3d through ad ‘4 ones 


PR «J are the onl; ropriet medicine sold in 
he drug stores at low a pee as five cents. 


poe oo singed testimonials of Kad Fag wtf 
0! pans Tabu’ have 
been received ie t office o tthe Ri Ripans ae Obsunioal 
Company in twelve months. 


A hundred million Ripans Tabules have been 
purchased at drug stores in the United States in 
“to i — store in Ameri lis Ri 

ver. me n erica sells ns 
Tabules, ‘and can S ft 


Interviews “— = such persons furnish the 
best Ly for_ effective Ce ged of 
Ri ‘abules. Each 


case 8 pe- 

ar point, but when eye nted to tothe pu public in 
vertisement appeal is to thousands of others 

ry hah like it had thought themselves 
e out = ones who suffered in that precise way. 
that cures or saheves one is a boon 

ra _ aoeeee living under similar con- 
tations The advertising value of individual 
cases can hardly be overestimated. 


Address all communications to 
CHAS. ri THAYER, PRESIDENT, 
E RIPANS CHEMICAL COMPANY, 
No. 10 Spruce 8t., New York, 


e 
i 
{ 
; 























Sone 
Noga 








PRINTERS’ INK. 











16 cents a Line Buys 
125,000 Circulation 





HERE IS A BARGAIN 


The wise mail order advertiser wil] include THE FAM- 
ILY HERALD AND WEEKLY STAR, of Montreal, 
Canada, on his list every time. Asa mail order proposi- 
tion this paper stands in a class by itself and is absolutely 
without an equal on the American Continent for produc- 
ing results. 

Heretofore the transient rate of THE FAMILY HER- 
ALD AND WEEKLY STAR has been forty-five cents 
per line, and at that price it was a paying proposition, but 
for the remainder of 1904 the rate is cut to sixteen cents 
per line flat—one-eighth of a cent per line per thousand 
circulation. 

Just think of it. At sixteen cents per line no mail order 
man can afford to overlook 








The Family Herald 
and Weekly Star 





126 Tribune Bldg. 








**Canada’s Greatest Newspaper” 


All subscribers pay $1.00 per year in advance. No free 
copies. 

Circulation (sworn) 125,000 each issue, which is 100,000 
greater than that of any other weekly or monthly publica- 
tion in Cana 

By honest calculation THE FAMILY HERALD AND 
WEEKLY STAR goes into over ninety per cent of the 
post offices of the Dominion. There is hardly a Canadian 
family that does not read this paper. 

Canadian families are prosperous and have money to 
spend and look to America for ideas. 

Will you get your portion of this trade? 

Send direct or through your agent a keyed advertisement 
and watch results. You can’t lose on 125,000 circulation 
at sixteen cents per line. 

For further particulars of Canada and Canada’s Greatest 
Newspaper address 


TheFamily Herald@Weekly Star 
NEW YORK CITY 
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7,67 


Last Week’s Average 
Daily Circulation of 


THE 


TOLEDO TIMES 10 NEWS-BEE 


Monday..........+.+++47,300 
Tuesday ..............47,000 
Wednesday ...........47,000 
Thursday ...........+-47,750 
PSIGRG 0060 ccccsececccch, Ooo 
TPT TET TEE 


Total . ....0000.0+.3060ag 
Daily Average ... 47,670 


OUR GUARANTEE: 


The publishers of THE ToLEDO T1mEs AND News-BgxE guarantee to advertisers 
that the above statement correctly represents the actual number of papers 
printed and circulated, and will demonstrate the absolute truth of this state- 
ment to any one interested. 


Actual Increase in Past Two Months, 6,054 


The average daily circulation of THE ToLEDO TIMES AND 
News. BEE for the past two months is given below: 

Week ending December 5........41,616 
Week ending December 12.......42,042 
Week ending December I9.......42,47 
Week ending December 26.......42,14 
Week ending January 2..........44,850 
Week ending January 9..........43,383 
Week ending January 16.........43,655 
Week ending January 23.........44,850 
Week ending January 30.........47,241 
Week ending February 6.. -47,670 


Some More Guarantees: 


The circulation of THE TOLEDO TIMES AND News-BzE is double that of any 


other Toledo daily paper. 
The circulation of THz TOLEDO Nrws-BkxE is greater than that of any other 
—— newspaper in Toledo or in Ohio, except in the cities of Cleveland and Cin- 


cinnati. 

The circulation of THz ToLEDO News-BeExE in the city of Toledo is greater 
than the entire city and country circulation of any other Toledo daily. 

The circulation of THE TOLEDO TIMEs on rural mail routes is larger than that 
of any morning paper in Ohio, except one in Cleveland. 


New York: D, J. Randall, Chicago: I. S. Wallis, 
53 Tribune Building. 106 Hartford Building 
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The Paid-In-Advance 
Subscription List 


of truly successful publications like the 


Dickery & Hill List 
AmericanWoman 
and Good Stories 


Of Augusta, Maine 


is not a matter of weeks or months, but of years. 
The true worth of publications, like that of men, 
is something that must be demonstrated by time. 
A substantial reputation and the making of friends 
and supporters is something publications, as well 
as men, get only through established merit 
which has stood the test of years. 


For Thirty Years 


the Vickery & Hill Publications have been build- 
ing on the solid foundation of fair and liberal 
dealings with advertisers and subscribers. They 
have secured their immense subscription list 
because the country towns, villages and rural 
districts are full of people who are interested, en- 
tertained and instructed through the character of 
reading matter contained in these publications 
each issue, and the result has been that the 
readers have renewed subscriptions year after 
year, until to-day they have the largest paid-in- 
advance Subscription List in the world. 








For rates, sample copies and other information, address 


Vickery & Hill Publishing Co. 


E. H. Brown C. D. Colman 
Boyce Bldg., Chicago Augusta, Maine. Flat Iron Bldg., New York 
Sworn stat t of circulation on file with Geo. P. Rowell & Co. 































BY GEORGE ETHRIDGE, 
ARADERS OF FRINTERS INK 
CRITICIGOM OF COMMERCIAL 


nature to want to 


It is human 
see what we are getting, and, if 


we can't see it, we like to see a 
picture of it, anyway, and it is the 
average person's childlike faith in 
pictures that enables matrimonial 
bureaus to do such a prosperous 
business. 

In that line 
many others, it 


of business, as in 
is too late to kick 


after you find out that the picture 
was misleading. 


mes 











(Over 1,000,000 pachageo of thin [amous eboe dressing sold last year, 
An Ol parte shoe dressing put up in ere twhen, Basily - best 


and ny — ileal, You can't apiil it modern hing 
oder A COMPLEIB SHOR POLISHING OUTrIT 
FoR TWr EN FIVE CENTS, comprising large tube of Shuehineg, 


Dauber Pu —e all false | = Boe SulRelent for one hundred shines, 
and when w ne uppers wear one-third longer, Ladies 
w Selghiea nn" "eH aMINE, * ae ft does not smut or black the 
ehirte. aay te apply: quick to polish: producing « high Freneh Anish 
te alt hinds of feather, Moth for men's ahd women's shoes, Indorsed 
ahd sold by the seventy WL. Douglas and the thirhtyele Rmerson 
thee stores and thousands of Brat clase dealers allover the world, pr 
by mall for ap conta Special mducemente te ehnvadalng agente. 


OSMIC CHEMICAL CO, * Dept, F. + Brockton, Mass, 


ae 
In the Shushine advertisement, 
reproduced here and marked No, 


1, it will be noted that an effort 
has been made to show what you 
are going to get. This remark 


refers to the picture of the Shu- 
shine equipment, and not to the 
rest of the picture. The charac- 
ter of the illustration, however, 
does not give a clear idea of the 
Shushine outfit, and is disappoint- 
ing in other respects. What would 
have been a beautiful picture to 
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COMMERCIAL ART CRITICISM 


WILt 
ART MATTER SENT TO MA ETHRIDGE, 








33 UNION SQUARE,N.Y. 


RECEIVE, FREL OF CHARGE 


frame becomes a rather dismal af- 
fair when adapted to the purpose 
of magazine advertising. 

In No. 2 you see the Shushine 
outfit in all its glory, and have a 
more satisfactory view of the main 


points of the illustration in gen- 
eral, 
No. 1 is an example of what 


was undoubtedly a beautiful pic- 
ture put to the wrong use. 
No. 2 is an example of a strong 





Nod 

and. striking advertising illustra- 
tion. 

All 
uses 

Speaking of the desire of peo- 
ple to see what they are going to 
get is a reminder of a grievous 
fault in many advertising tlustra- 
tions. This fault is exaggeration. 

If you show an exaggerated pic- 
ture of your goods, you arouse a 
spirit of doubt in many minds, 
and, even if you win some sales 
by your exaggeration, you will 


things have their proper 





PRINTERS’ INK, 


make a disappointed customer— 
one who will never come back— 
and the business that depends on 
first sales only is destined to be a 


Cut It In Half 
itt that, 
soiar ail other” collar 


Krement.z 


is double tet, where 
double st th is ne: 

Sp'the tanok. Not a 
igit. Madeof 











gentlemen, Gold, silver, 
orrolled plate. Free book- 
let, “THe STORY OF A 
‘COLLAR BUTTON,” gives 
entertaining information, 
Get one for postal. 


KREMENTZ 6 CO. 











failure, unless it is a rank fraud. 

At the same time there are ex- 
aggerations which are not intended 
to deceive and do not deceive. 
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deception. It excellently serves 
the purpose intended, and makes 
a good, strong advertisement. The 
exaggeration in the size of the but- 
ton is essential. 

On the other hand, take the ad- 
vertisement of the Trimpi Um- 
brella Frame; the lady in the fore- 
ground is, presumably, out in the 
driving storm shown in the back- 
ground, a storm which goes slant- 
wise in a most furious manner. 
Her umbrella not only sets in 
place, which is the point the ad- 
vertiser wishes to emphasize, but 
she is perfectly dry, serene and 
happy from top to toe. The um- 
brella, presumably, keeps her feet 
dry, her skirts in place and pro- 
tects her from all sorts of weather 
from whatever direction it may 
come. 

It may be said that this deceives 
nobody, but at the same time it is 
an exaggeration, which is distinct- 
ly bad and it hurts the advertise- 
ment. 

It is often the case that adver- 
tisers of a corset or hose sup- 
porter, desiring to show a con- 
trast, portray two people, one 
wearing the article advertised and 
the other not wearing it, and, in 





Take, for example, the Kre- é : ' 
mentz Collar Button advertisement the desire to make an impression, 





































; ' The life of an umbrella depends on the 
_ The strength of the framework. * No matter if the 
“Trimpi”’ | covering is the finest, costliest silk or the stout- 
Steel est cotton, if the. ribs are not properly con- 
F é structed of Best Material, the disasters por- 
ram trayed above may be anticipated. 
Defies the If you would have an umbrella that will 

Wind and the | stand repeated recoverings, see that your next 
aoater |. framework is.a a 

q os *“ TRIMPI 
STEEL ae ‘ 

Frame on the | !t is madé of best crucible'steel, properly tempered, cara 
Market fully coated to prevent corrosion. A hardened rod which 
=: will not bend or break, put together with phosphor bronze 

Look for the | wire. Automatic bulb runner. This frame is guaranteed 
—_, Trimpi” | and is.used by all reputable Umbrella Manufacturers. 
+o frame e in ” 
en rons Te arn En as yo ant rte 
Manufactured by NEWARK RIVET WORKS, 
264 Lafayette Street. NEWARK, N. J. 





here reproduced. This shows the fit out the first named in far more 
section of a collar button half as elegant apparel. Instead of hav- 
tall as a man, but this is not a ing the effect desired, this draws 
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attention away from the point the 
advertiser wishes to make. 

There is no brand of corset that 
will make a woman either thinner, 
or taller, or give her a new gown, 
or a new set of features. 

There is nothing to be gained 
by an exaggeration which is either 
ridiculous or an evident intent to 
deceive. 

It is an excellent thing to show 
pictures of your goods, but show 
them as they are. 

It is an excellent thing to show 
the uses to which your goods may 
be put, whether they are severely 
practical or for the purposes of 
ornamentation, but there is no ex- 
cuse for implying in an illustra- 
tion that an article is more or can 
do more than the facts warrant. 

Every time you do anything of 
this kind you place yourself in a 
position where the purchaser can 
say, “This isn’t at all the way it 
looked in the picture,” and when 
this is done a spirit of discontent 
arises, which makes further sales 
to that person doubtful, if not im- 
possible. 


STORE ATTRACTIONS. 

Vaudeville is only one of an almost 
endless variety of entertaining things 
that retail stores all over the country 
employ to help trade along. 

The manager who makes contracts 
to the amount of $1,000 or $1,500 
weekly is no longer a rare and daring 
spirit. The amusements are almost 
solely planned to attract women. Some 
entertainments appeal to them directly, 
as demonstrations of everything cook- 
able and wearable. Others appeal 
through their children, and these, ac- 
cordingly to the managers, are the best 
sort. Wane the eyer-present solicitude 
in many a store for the pleasure and 
comfort of small boys and girls. 

One store in an Eastern city has a 
playground. Sandheaps, hammocks, 
swings, foot and handballs, small ponds 
for sailing boats, tents, dolls, doll- 
houses, and doll-baby carriages are pro- 
vided in profusion for any child who 
may be left by its mother in care of 
one of the nurses in attendance. If 
the mother wishes it, the nurse will 
slip a play dress over the child, in or- 
der to keep its dress clean. During 
the summer the playground is used day 
after day by the same children. A 
parent takes the child there in the 
morning, gives ro cents for the lunch 
that the store furnishes for that sum, 
and leaves it in the care of the nurse. 
In this way the child is assured of a 
cool place to play during the hot days 
at little or no cost. 

Almost as popular with the children 
as the playground are the Shetland 
ponies of another store. The small 
animals number a score or more, and 
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any child who applies may have a free 
ride around the sixth of a mile tan 
bark track on an upper floor. 

_ A capacious merry-go-round, with the 
inevitable organ, is the children’s chief 
delight in still another store. When 
the mother purchases a certain amount 
of goods each of her offspring is en. 
titled to a free ride. 

This store makes a point of having 
a multiplicity of entertainments, At 
=. besides the merry-go-round, a 
and of thirty pieces gives morning 
and afternoon concerts; organ recitals 
hold the attention while the musicians 
are resting. 

One of the popular features for the 
concert hall is the “Passion Play.” As 
a panorama of the Ober Ammergau 
interpretation unrolls before the eyes, 
a lecturer explains and describes the 
play and scenes, and at appropriate 
times a_young man sings “The Palms,” 
“The Holy City,” and other appropri- 
ate songs. The man who conceived the 
idea has three “Passion Play” pano- 
ramas on the road, and he keeps each 
one busy filling contracts at $200 a 
week. 

The concert halls of the department 
stores of the Middle West cities are 
given over extensively to female or. 
chestras. Men musicians are in small 
demand, owing to the almost unani- 
mous belief among managers that a 
woman violinist will attract three cus 
tomers to a man’s one. 

The pipe organ and the orchestrion 
are not infrequently employed in the 
concert halls. 

Famous paintings prove almost as 
strong drawing cards as music. Almost 
fifty noted canvases are being exhibited 
in the stores that do not own their own 
art collections. 

The chalk-talk man, the sand picture 
builder and the crayon-portrait artist 
all find the department stores a fertile 
field of income. The worker in cray- 
on is especially in demand. He will 
do a rapid-fire portrait of any customer 
who presents a slip certifying that she 
has purchased $5 worth of goods. 

Christmas brings out all sorts of en- 
tertainments peculiar to the season. At 
this time of year a hig store thinks 
nothing of spending from $15,000 to 
$20,000 for the entertainment of its 
patrons. 

A certain Western store last Christ- 
mas put in a miniature electric rail- 
wav, which ran around the four sides 
of the store just above the first floor. 
and was supported by brackets on posts. 
—New York Sun. 





ADVERTISING is like ironing, too—can’t 
do it with a cold iron—got to keep up 
your enthusiasm. 








THE NEVERSLIP MANUFACTUR- 
ING COMPANY, New Brunswick. 
N. J., offers $250.00 as a prize for 
the best gotten-up catalogue de- 
scriptive of their goods. Information 
given by addressing the above. 
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Displayed Advertisements. 





Over 


20 cents a line; $40 a page; 25 per cent 
extra for specified posttion—if granted, 
Must be handed in one week in advance. 











PROFITABLE PUBLICITY One 
PROPERLY PREPARED. 
J. JEROME NORDMAN, ease 
“Ads that Add—Written Right.” Million 
706 Tradesmen’s Bidg., Pittsburg, Pa. 
Homes 





Of the 13 papers published in Arizona 


The Arizona Republican, 


issued at Phoenix, is the only one that es- 22 
tablishes a claim to a circulation rating in 

Rowell’s Rowspaper D ry so high as 
1,500 copies. Itis probable that no more than 
3 was 7 Ly a » .— y F 500 copies B ° Ss 
regularly, but durin; e first four mon 

of 1903 the ARIZONA REPUBLICAN has issued usines 
more than 6,000 copies each and every day. 
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Bringers. 





TO THE 
We will tell you what they are; how 


Manitoba Free Press they can serve you, and at what price. 


published morning and evening at Win- 


You can use one, or more, or all. We 


nipeg, the American Newspaper Direct- make it easy for you. 2t 
tating than ts accorded to ail the other THE RELIGIOUS PRESS ASSOCIATION 
dail: blished in the Can- ’ 
adian Northwest combined. 901-902 Witherspoon Bidg., Philad’a, Pa. 


























THE THINGS YOU 
CANNOT DO 


We grant that you know more about your own business than 
we do, and, for the sake of argument, at least, will assume that 
you know how to advertise it. 

However, there are some things you cannot do for yourself. 

You cannot make your own drawings, and very probably you 
have no facilities for doing your own printing. 

Possibly, too, we can convince you that there are some new 
and better ways for saying the same old thing. 


We do not claim to be able to make you a Rockefeller or a 
Morgan while you wait, but we have the best equipment in 
America for attending to the things you cannot do yourself. 


Whatever you may need, from a little circular to an elaborate 
catalogue—let us figure on it. 


THE GEORGE ETHRIDGE COMPANY, 
New York City, 


















No, 33 Union Square, 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Thomas Meehan & Sons, Inc., 
the Dreshertown, Pa., nurserymen, 
send a batch of excellent trade pa- 
per ads to this department for 
criticism. I have tried to find fault 
with them, but any criticism that I 
could make would seem hypercriti- 
cal, so I’m just going to say that 
they are exceptionally good typo- 
graphically, and reproduce a couple 


of them below to show the sensible, 
convincing, business-like tone that 
runs through the entire series. 
There is a refreshing absence of 
attempts to be “smart” and of the 
word-juggling that marks the work 
of the novice who strives for some- 
thing “catchy” and gets it at the 
expense of sense and _ selling 
qualities. 








THE TIME 
FOR PLANTING 


will soon be here again and with it 
come the usual problems—what to plant; 
the merits of this tree or shrub; how to 
obtain this effect, and many other ques- 
tions equally important. Let us assist 
you! We have half a century’s experi- 
ence in back of the solution. Keep this, 
the primary principle of success, ever 
before you: 


In Planning for Planting 
Let Quality Be Paramount 


A few words apropos—The only satis- 
faction in buying inferior stock is in 
the thinking, at the time, that you have 
saved a few dollars on the purchase. 
This is ephemeral. The erstwhile sat- 
isfaction vanishes when results become 
apparent, or rather fail to materialize as 
you were wont to have them. The tree 
is sickly; does not thrive and is the 
source of displeasure. Your only alter- 
native is to replace it. By this time you 
appreciate the value of quality and buy 
a good, stout tree—one that is healthy 
and well-rooted. Everything is satis- 
factory now, but think of the expense, 
annoyance and lost time that might 
have been avoided by paying a trifle 
more at the first for quality. Write for our 
new list: ‘‘ Young Ornamental Stock.” 


THOMAS MEEHAN & SONS, INC. 
Nurserymen 
DRESHERTOWN, 


PENNA. 














Superior Stock 


SATISFACTORY SERVICE 


Upon these points we base our 
claim for your patronage. Our 
nurseries, now comprising about 
290 acres, are devoted exclusively 
to hardy ornamental trees, shrubs 
and perennials—no fruit trees or 
tender plants, Our increased plant- 
ing for last spring aggregated 45 
acres. Everything is healthy and 
vigorous, showing a _ luxuriant 
growth of the past season. 

Facilities for shipping are the 
best. Have the Pennsylvania R. R. 
and Adams Express at our door or 
can ship by the Philadelphia & 
Reading R. R. and United States 
Express, The erection of a new 
packing house has also added ma- 
terially to the value of our service. 
Last, but not least, is a complete 
stock of everything, particularly 
seedlings and one Sud two-year- 
old shrubs. Oaks, of course, we 
have by the hundreds of thousands. 

Now, is it not reasonable to sup- 
pose that we can serve you to your 
entire advantage and satisfaction? 

Our new Fall Catalogue is free 
for the asking. 


Thomas Meehan & Sons, Inc, 
NURSERYMEN 
DRESHERTOWN, PENNA. 























Sensibly Said. 
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Luxurious Furs. 


Furs are fairly to be clas- 
sified under the he; of 
luxuries. They are, in that 
respect, like ewan or. preci- 
ous stones—objects which are 
bought for a life-time, not 
merely to gratify a passing 
fancy. They are less subject 
to changes of fashion than 
any other article of dress. 
Hence it behooves the in- 
tending purchaser of furs to 
spend both time and care in 
their selection, and to con- 
vince herself of their worthi- 
ness and lasting qualities. 
Add to this the natural in- 
clination of the purchaser to 
ay, out of a given price, as 
ittle as possible for name 
and as much as necessary for 
quality, and you have the 
conditions which should gov- 
ern the purchase of furs. 
Wanamaker’s fulfills these 
conditions to a T. 


For a Savings Bank. 








One Thing’s Certain 


As long as you live you'll 
need money— a 
Better save something now 
for your old age— | 
Interest on all savings ac- 
counts at 
THE MECHANICS NA- 
TIONAL BANK, 
Pittsburg, Pa. 








If President Vreeland Had Not Been 
Too Wise to Believe Any Such State- 
ment as That in the Last Paragraph 
but One, He Would Still be ‘Shovel- 
ing Gravel. 








The 


Headline Alone Will Sell Candy. 








Candy that the 
Children Ought to 
Eat. 


How many generations of 
mothers have worried because 
their children continuously 
wanted candy which the 
mother knew would do the 
little ones serious harm? 

Yet how hard it is to re- 
fuse! And there is usually 
a wicked father who humors 
the boy or girl in spite of 
the mother’s care. | 

Now relief comes in a can- 
dy that the children soon 
learn to prefer to other can- 
dy; and the new candy is 
not only harmless, but ac- 
tually healthful! 

Children may be humored 
without harm. Neither 
mother nor father need say 
“No. ” 


The magic sweetmeats are 

MALT CREAMLETS. 

The _ scientific story of 
their invention, preparation, 
goodness and healthiness is 
very interesting and _satis- 
fying; but too long to tell 


here. 

Sufficient that they are 
good for the health of young 
and old; and that they are 
a good and dainty candy. 
Three kinds: 

Malt Creamlets, Malt Cream- 
let Peppermints, Malt 
Creamlet Chocolates. 

Ten cents a package. 


President H. H. 
Vreeland Says: 


“Clothes don’t make the 
man, but good clothes have 
got many a good job. 

“If you have $25 and want 
a job it is better to spend 
$20 for clothes, $4 for shoes 
and the rest for a shave and 
hair cut and a clean collar 
and walk to the place than 
go with the money in the 
pockets of a dingy suit.” 

Mr. Vreeland ought to 
know what he is talking 
about. Not many years ago 
he was shoveling gravel, now 
he is president of the Metro- 
politan Traction Co. 

You can buy clothes here 
on credit as cheap as you 
can at other stores for cash. 

you need a suit come 
and get it. You don’t need 
the cash, we will trust you. 








Suggestive of Bargains. 

















Chances in Tea. 


Prudent housewives will 
find excellent money saving 
opportunities in our tea de- 
partment Monday. Our 50 
cent tea, which is a delight 
to tea drinkers, and which 
is always sold for 50 cents a 
ound, will be on sale for 
Monday only, for joc. You 
ma ave this in either 
Oolong or mixed. 

ur 60 cent tea, either 
Oolong or Mixed, here Mon- 

y for 40 cents a pound. 

Our English breakfast tea, 
which is one of the best 
breakfast teas ever put on 
sale, usually priced 40 cents 
a pound, for Monday only, 
30 cents a pound. 

Our $1 tea, Monday only, 
65 cents a pound. erhaps 
some people think we haven’t 
got any dollar tea, but we 
are willing to have this tea 
compared with any dollar tea 
on earth ana, for Monday, 
it is yours for 65 cents. 













: 
| 
| 
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5.00 Per Year. 


The business of the future will be largely earried on by 
advertising. Whoever has anything to sell must make that fact 
known, and do it in such a way that people will buy. Effective 
advertising means success. No advertising or poor advertising 
means failure. Hence it has come to pass that the adwriter 
is one of the most necessary persons connected with a business 
house, and the success or failure of the business depends upon 
him or her as much as upon any person. 

Thus the ability to write good ads gives a paying place in 
the business world, and the question, “* How can I becomea 
successful adwriter?” is being asked by many. The answer can 
be given in three words, READ PrRinTERS’ INK. How fully 
the words answer the question can be learned from the follow- 
ing facts : 

PRINTERS’ INK is a practical guide to all kinds of adver- 
tising, and to the writing of all kinds of advertisements. In it 
successful advertisers tell their stories. You are taken into the 
offices of successful business men, are enabled to sit down 
and hear them tell what they have done and how they have 
done it. Thus Printers’ INK readers learn right from the 
men who make a success of advertising, how to advertise. 

PRINTERS’ INK in its weekly pages covers every sort and 
kind of advertising, and does it thoroughly. It speaks with 
authority upon all matters connected with publicity. It does 
not chronicle the theories of dreamers, but gives practical in- 
struction, counsel and advice upon all points in its chosen field. 
Being a weekly publication and costing only ten cents a num- 
ber, or five dollars a year, it can be subscribed for, read and 
studied by any one understanding English. No other advertis- 
ing periodical begins to approach it in excellence and service 
to subscribers, and it is not only much lower in cost, but is 
vastly superior in practical excellence to any of the so-called 
advertising courses. 

Many young people whose starting point was the reading of 
PRINTERS’ INK are now earning large salaries as adwriters and 
ad managers. Young men and women who desire to become 
proficient in the art of writing advertisements can do it by 
reading and studying this journal, and there is no better way 
to accomplish this. The pages of PRINTERS’ INK give the 
most and the best instruction in every phase of adwriting that 
can possibly be found. 
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Reconciled 


My last two advertisements told the story of the 
crank who did not endorse my methods, because | 
made him produce the cash in advance. Almost in the 
same breath comes the following letter from Mr. 
Woodruff, who formerly felt rather sore at being com- 
pelled to pay for something before he received it, but 
who is now reconciled that my methods are all right: 





Office of the SENECA DISPATCH, 
SENECA, Mo., Jan. 29th, 1904. 

Printers Ink Jonson, New York, N. Y. 

My DEAR Sir: 

The last 100 pounds of ink that I bought of you I swore 
that it was the last lot that I would pay for before I got it, and the 
last keg I used I got elsewhere and haven’t paid for it yet. But it 
didn’t suit me by a long ways like your ink, and I herewith inclose 
check for $5.00, for which please send me by return freight 100 Ibs. of 
your best black news ink, just like the last you sent me. Hereafter 
I will buy your inks and no “kick” about advance payment. 

Yours truly, 
S. C. WOODRUFF, Publisher. 


Many publishers seem to think that I am frowning 
on their financial responsibility by asking cash in ad- 
vance for my goods, and rather than deal with me 
pay my competitors higher prices. For ten years | 
have been preaching that it is not a question of credit 
or rating, as the small cross-roads printer enjoys the 
same privileges as his more fortunate ‘brothers in the 
larger cities. When I made my prices | figured that 
bad debts in the business were as hard to over- 
come as trying to move the ocean backwards, and 
consequently had to treat all printersalike. When my 
goods are not up to the standard, I refund the money 
and pay the transportation charges. 

Send for my new book giving useful hints for the 
pressroom. 








ADDRESS 


PRINTERS INH JONSON 


17 SPRUCE STREET : : NEW YORK 
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FACTS 


Why it Pays to Use Colored 
Supplements. 


An Increase of Ten Per Cent in Circula- 

tion Pays the Bill. The AverageIncrease 

of Papers Using our Supplements the 
Past Year has been 


36 1-3 & 


THE ADVERTISERS ARE WATCHING THE LIVE PAPER. 


THE PUBLISHER WILL SECURE ENOUGH EXTRA 
BUSINESS TO PAY FOR THE SUPPLEMENT. 


THE GREAT EXPENSE IS IN HOLDING CIRCULATION 
AFTER YOU HAVE SECURED IT. 

THE NEWSBOYS AND THE CHILDREN WILL HOLD 
IT FOR YOU WHEN YOU HAVE A GOOD COLOR SUPPLE- 
MENT. 


IT IS RECOGNIZED AS AN ESSENTIAL PART OF 
THE SUNDAY NEWSPAPER. 


The Most Successful Papers with Large 
Sunday Circulations in the United States 
To-Day are those using Colored 
Supplements. 


THE McCLURE NEWSPAPER SYNDICATE 


16 Nassau Street 
New York City 
























